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Rough Proofs Branded Vitamins 


Mr. Petrillo has been bossing 
things for so long in the music 
world that it will be interesting to 
and out if the U. S. can make him 
ay “uncle.” 

ss © 


Having disposed of cigaret adver- 
tising in a few well-chosen words, 
Reader's Digest is now preparing to 
make a neat, quick job of cleaning 
up radio advertising. No wonder 
they call it Pleasantville. 


vgy¥sey 


Pebeco Pete is the new Lehn & 
Fink advertising character. Is it 
possible that a dentifrice manufac- 
turer is going to defy precedent by 
not promising to make you beautiful 
and cure all your heart trouble? 


vvwyY 
Canadian traveling salesmen have 
started an advertising campaign to 
show how they are assisting in fair 
rationing. And they might explain 
in the first ad that at present they 
are neither traveling nor salesmen. 

* 2 
If traveling salesmen get the ad- 
vertising habit, they may even reach 
the point of explaining that it was 
local talent, and not a t. s., who was 


that way with the farmer’s daugh- | 


ter. 
a fe 


William Green, John L. Lewis 
anc David Dubinsky will be fea- 
tured in the Labor Day issue of Lib- 
erty, but expert opinion is that they 
will continue to play solo parts. 


=. & 


Readers of American 
they say, are among 
make Congressmen stop, look and 
listen. And in an elecion year 
every Congressman is listening, with 
his ear to the ground. 


Magazine, 
those who 


v - 

“Ted Bates Agency to Direct Car- 
ter’s Little Liver Pills.”” — Headline 
in ADVERTISING AGE. 

Most people thought they did all 
right without direction. 


7 FT F¥ 


The society editor of the Wash- 


ington Post, in announcing a change | 


of policy, says there are certain per- 
sons who will go to any lengths to 
get their names and pictures in the 
newspaper. That’s why press agents 
were born. 

’ vv’ F 


Exhibitors object to trite advertis- 


ng phrases in motion picture pro- 
motion, such as “Torn from the 
ages of a mighty novel.” Well, 
oW about trying “So good even the 
uthor of the book could recognize 
-— wa we 
_ Pre sor McDougle of Goucher 
olleg- has been panned so hard for 
48ges'ing that idle wives go to 
‘ork that they are thinking of 
‘anging the name to Groucher Col- 
ege. 
v — 
_ Acco ding to a recent research by | 
uxor, Ltd., 77 per cent of the 


“omer think that lipstick is essen- 
d about the same percent- 


e men agree with them. 
-— -— oo 

Thor nds of men in training at 

“antic City will be on hand when 

- eX erts in pulchritude select 
‘Ss Arnerica. They are preparing 
Prove that you can’t miss, Amer- 
a 


Copy Cus. 


to Get Acceptance 
by AMA Councils 


Heavy Promotion 
Foreseen as AMA 
Reverses Stand 


By HAL BURNETT 


New York, July 30.—Intensified 
promotion of vitamin concentrates, 
coupled with the outbreak of highly 
competitive copy, was forecast this 
week as drug advertisers weighed 
the sudden reversal by the Ameri- 


can Medical Association of its 
seven-year stand against what it 
termed “Shotgun Vitamin Ther-| 
apy.” 


The AMA, which places its seal 


PLAN ANNUAL DRIVE 


| 
| 


es 


Sate 
Ne 


qe 
wis 


M.D 
+ 
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of approval on approximately 4,000 | 


food products, announced in _ its 
Journal for July 18 that it would 
“consider for acceptance’ commer- 
cial preparations containing several 
|vitamins, provided that they meet 
the standards established by the 
Food and Drug Administration. 
Claims made in advertising will 
also be an important factor in AMA 
approval. 

The announcement of the AMA’s 
reversal of its 1935 stand was made 
lin a joint report of the Council on 
Pharmacy and Chemistry and the 
Council on Foods and Nutrition. 


Would Restrict Claims 


In taking its original stand against 
multiple vitamin 
1935, the Council on Pharmacy and 
|Chemistry expressed the opinion 
that vitamin mixtures were a form 
of the “deplorable shotgun pre- 
scriptions” of the past, formulated 
in the hope “that if one ingredient 
|doesn’t hit another will.” 

Crediting advances in knowledge, 
methods of diagnosis, and manufac- 
| turing methods, the report concludes 
that “it is 
deficiency disease due to the inade- 


quate ingestion of but one vitamin,” | 


and that “it is now possible to 
administer one small capsule or tab- 
let containing a day’s requirement 
of all the known essential vitamins.” 

Vitamin concentrates falling into 
this category, such as Lever Broth- 
ers’ Vimms, Vick Chemical Com- 
pany’s Vitamins Plus, and Miles 
Laboratories’ One-a-Day combined 
with B-Complex, have received 
unprecedented advertising and 
merchandising support this year, 
increasing especially during the 
summer months. (ADVERTISING AGE, 
|June 8.) 


Asks Better Labeling 

been com- 

pounded “without reference to the 
relative amounts of the vitamins 
|present or to the needs of the pa- 


| tient,” the Council’s report expresses | 


the need for “more proper formu- 
jlation of commercial preparations, 
|more informative labeling, and suit- 


(Continued on Page 29) 
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preparations in| 


seldom that there is a| 


Sponsored by the Paper Stationery and 


Tablet Manufacturers Association, fifth 
annual National Letter Writing Week, 
Oct. 4-10, takes on new significance be- 
cause of the place of correspondence in 
the wartime economy. The official pos- 
ter will be displayed by dealers through- 
out the country. 


| 


Weigh Plans for 
Broad Automotive 
Conservation Drive 


Three Agencies at 
Work on Advertising 
Council Proposal 


Washington, D. C., July 30.—Dis- 
cussions are taking place here which 
may lead to an energetic conserva- 
tion campaign sponsored by the 
automotive field, outstripping in size 
the $2,000,000 steel and iron effort, 
it was learned today. The project 
has been hatched within the Adver- 
\tising Council, and while prelimi- 

(Continued on Page 27) 
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a Canada Appoints 


| 


| Committee 


Crusade Clicks, Founder 


F “Plug Shrinkers’ Says 


Ist Coordinator 


of Advertising | 


Veteran Ad Manager, : 


John Martin, Named to 
History-Making Post 
| 


Ottawa, Ont., July 30.—John 
Martin, advertising manager and di- 
rector of public relations, Massey- 
Harris Company, Ltd., Toronto, has 
been named Coordinator of Gov- 
ernment Advertising in Canada 
under the Minister of National War 
Services, it was learned here this 
week, 

Mr. Martin’s appointment is the 
first of its kind to be made in this | 
country. He will act as a clearing 
house for all government advertis- 
ing and also as executive secretary 
to the Interdepartmental Publicity 
formed some time ago | 


| 


under the chairmanship of the Hon. | 


|ture and trade 


T. C. Davis, K.C., deputy minister 
of the Department of National War 
Services. This committee comprises | 
representatives of all public rela- 
tions and publicity officials at- | 
tached to war departments of the 
Dominion government. It will be 
enlarged shortly to include peace- 
time departments such as agricul- 
and commerce. 

Mr. Martin’s duties will include 
advising departments represented 
on the committee as to the timing 
of their announcements and 


as to 


the media groups to be selected. He 


will also advise government depart- 
ments with a view to preventing 
overlapping of campaigns and com- 
petition with each other for public | 
attention in the same issues of 
newspapers, weeklies, magazines, or 
(Continued on Page 29) 


Last Minute News Flashes | 


Bids for Nation’s Home Sewing Market | 


| 
| 


_ branded fabrics, Cohn-Hall-Marx Company will launch its largest con- | 
| sumer campaign with a color page in the Sept 7 issue of Life, making a 
frank bid for the home sewing market, which has expanded tremendously 


| during the past year. 


agency. 


Reporting that “too often” pely-| Swank to Promote New Leather Wallet Line | 
vitamin products have 


Featured name will be Cohama rayons, woolens 
and nylon fleece. Copy will be built around the theme “Again America’s 
| women are proudly saying ‘I made it myself.’ ”’ 
paigns will be released on Ameritex fabrics. 


Later in the year cam-| 
Pettingell & Fenton is the} 


Letters Pour in 
Following ‘Digest’ 
Attack on Radio 


New York, July 30.—At the Fifth 
avenue office of Roger William Riis, 
public relations counselor, four 
newly-employed clerks complained 
today of the midsummer Manhattan 
heat as they sorted a sack of mail 
that would quicken the pulse of 
many a mail order specialist. 

They were counting coupons... 
and letters by the hundreds. 

Not coupons that read, “no money 
down, double your money back,” 
but coupons that offered “free 
membership” in “Plug Shrinkers— 


|A Central Clearinghouse for Com- 


plaints,” to those who were spurred 
to “act now” by the cleanup article 
on “Radio’s Plug-Uglies” in the 
August Reader's Digest. 

An ADVERTISING AGE reporter, who 


|went to Room 600, 522 Fifth avenue 


(the address on the Reader's Digest 


|}coupon), discovered himself in the 


reception room of Mr. Riis, who 
wrote eight feature articles for the 
Digest in 1941 in addition to con- 
ducting his own publicity business, 

Three of the eight articles were 
“The Repairman Will Gyp You if 
You Don’t Watch Out,” “The Radio 
Repairman Will Gyp You if You 
Don’t Watch Out” and “The Watch 
Repairman Will Gyp You if You 
Don’t Watch Out.” 


Mail Piles Up 

Mail for “Plug Shrinkers” was 
pouring in, Mr. Riis admitted, faster 
than on any of his previous Digest 
campaigns. 

First day the article appeared, 
two letters were received. The sec- 
ond day, between 200 and 300. By 


j\today, one week after the article’s 


publication, the daily mail was 
between 700 and 800, still mounting, 
and the first week’s total was fast 
approaching 5,000. 

Half the envelopes contained only 
coupons. But at least half con- 
tained long letters complaining 
about specific radio commercial 
copy. By far the largest number of 
complaints were directed against 
laxatives, many from _ physicians 
who deplored “mass prescriptions” 


New York, July 31.—In line with an expanded program to promote | over the air. 


Only two the first week attacked 
Reader's Digest, one unsigned letter 
with a Grand Central substation 
postmark, written in best copy style, 
charging the monthly with a Com- 


munistic attempt to destroy free 
enterprise. 
Undertook Field Work 
Creator of “Plug Shrinkers” was 


Craig Lewis, a 1941 Williams Col- 


New York, July 31.—Faced with raw materials uncertainties, Swank | lege graduate who was employed by 
| Products will introduce a line of leather wallets this fall which will be 


zines. The schedule calls for color copy in Collier’s, Esquire, Good House- 


keeping, Ladies’ Home Journal, Life, The Saturday Evening Post and | interviewed 
The Christian Science Monitor will also be used. 


| Time. 
stein, Inc., is the agency. 


Wartime Quality Standards Gain Importance 


Washington, D. C., July 31.- 


Further evidence of the vital 
signed to the formulation of quality standards for goods of all kinds by 


Alfred J. Silber- | 
| 


role as- 


war agencies was seen here today in a contract just signed jointly by WPB| 


and OPA with 


American Standards 


Association Services, which in- 


clude “pegging prices to quality,” are not to exceed $90,000 in any year, 
of which WPB is to pay $60,000 and OPA $30,000. 


National Dehydrators Names J. Walter Thompson 
New York, July 31.— The National Dehydrators Association, newly 


formed group with headquarters here, has appointed J. Walter Thomp-|advertisers mentioned 
Activity will be confined to public relations|one of amusement. 


son Company as agency. 


_for the immediate future, with advertising to be considered later. 


|sent 


Mr. Riis to conduct the field inves- 


| promoted along with its higher-priced jewelry products, chiefly sterling | tigations for the Digest’s repairman 
| silver and gold-filled qualities, starting with October issues of maga-|“gyp” series. 


Mr. Lewis, Mr. Riis and associates 


some hundred friends 
on their pet commercial gripes 
before selling the idea of “Plug 


Shrinkers” to Reader’s Digest, then 
out 3,000 questionnaires, and 
took down commercials “off the air” 
for three days before turning their 
conclusions over to Robert Littell 
of the magazine for the final draft. 
They were careful to pass out as 
many “pats” as “pans,” both in the 
article, and in their letters to a 
dozen sponsors, on a_ specially 
printed Plug Shrinker letterhead. 
Reaction to the series among the 
was largely 


One 
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Reader’s Digest, asking them to for- 


ward any complaints about his copy. Hecker Cereal and Revlon Replaces Warns Food Field they oa io ar Gee a 


Wn) ch 
He had recently found few com- could be used to combat the -adly 
plaints among 8,000 field interviews Flour Accounts to Glamor Copy with ee Gee ge A 
conducted as a guide to his copy} F C | insistea, OWever, th: 
—— Arthur Kudner Durability Theme aces 0 a $e ithere is another solution 1, the 
Before “Plug Shrinkers” came) New York, July 30.—Following) New York, July 30.—Durability problem—a plan recently presenteg 
along Lever Brothers Company had | the recent reorganization of Hecker|and quality will replace chic and Uniess OPA Acts mission > Gaeiens © carn 
received only a dozen complaints products Corporation’s advertising| glamor as copy themes for Revlon eels Oe to yee oscar to add to 
about “Sad Sam, the Bee Oh Man,” setup, Arthur Kudner, Inc., was|nail enamel and lipstick. their og cel 7 (where they 
while hundreds of fan letters had today named agency for the flour The headline “For your ‘double Distribution Problem are lower t an rep acement sts) 
complimented the company on the and cereal division. Benton & | life’ insist on Revlon nail enamel | : an amount in dollars and cents 
Lifebuoy spots. ‘ ‘ Bowles continues in charge of the | and lipstick” will introduce the new Grows More Serious ys sada gle 4 — Increased 
Responses to the article are being | Best Foods and Hecker’s shoe polish | copy theme in two color pages and ° : s to . 
tabulated, and results may be incor-| giyision account. half pages in seven August maga-| Daily, AGMA Asserts As an example AGMA cited 5 


porate im & gg ge in an| The new Kudner account includes | zines. “Double life” refers to Wo-| Ney york, July 30.—Asserting at os $1.90 Pye = 
early issue of the Digest. H-O oats, Hecker’s farina, Presto|man’s two jobs: the busy war that the food industry “will fight to . “ Ith the 
cake flour, Force, and Ceresota,; worker and the charming com- replacement cost $2. The distr) »utoy 


, pata the finish” to prevent a repetition of | should be permitted to adc th 
Derby Foods Account Hecker’s and Aristos flours. Expen-_ panion. lthe eleven billion dollar inventory | actual increase. the 


S 

: dit ; for these products in news- To emphasize quality and dura-| ten cents, to his - 

to Needham, Louis SASS SOT tess prowess WS | lity, Rev lan ads will carry an imi. |l088 caused by deflation following | ceilings. Under this plan distriby. - 
The advertising account of Derby | papers and beter ae snes. year cat ys ane b> lime esi Basen 160 World War I, Associated Grocery |tors would try to absorb al] eae P 
Foods, Inc., formerly handled by | ‘totaled approximately $150 ation rubber stamp, “‘p e Manufacturers of America this week | increases in operation row . 


: . rach. I ag > -|times” in the upper right corner, resuiting 
Stack-Goble Advertising Agency,| The Hecker advertising consoli lissued an appeal to the Office of| from elements which at aa 
has been placed with Needham, /|dation placed promotional direction| with a footnote explaining that | | Price Administration asking imme- coniahacinaiy prese 


-- 


Cc 


Louis & Brorby, Chicago. ‘of all products in the hands of | every color of Revlon polish is pre- diat lief from some of the recog- od 
Derby Foods makes Peter Pan | Albert Brown, who was advertising| tested 160 times before it is bottled | date “jaleadions pone by pr wl PP aed ST noe would retain for 
peanut butter, Derby ready-to-serve | manager of Best Foods for sev eral | for use. ceiling regulations. A, oF gpm aaa Price con- 
foods, and Pond meat products. years | Gotham Advertising, New York | & ___|trols,” AGMA said. And, as far 
nieces ss is the agency ’ : aoe oy Fragen of policy | as its effect on the public is cop. 
. : ’ ; preceded an announcement | cerned, statistical studies will roy 
Burson Starts Campaign Push Fi P ti that certain classes of food dis-|that th rer-all } on roa 
Burson Knitting Company, Rock- S lre Frevention Adds Cal ; ; llers that the over all increased cost to 
ford, Ill, has appointed Hicks Farm mutual fire insurance com- Ruddy alder agree Mat ge rg ed eng consumer resulting from such 
Advertising Agency, New York, to| panies in Ontario have launched a| E. C. Calder, who recently re-| ‘© to institutional buyers, Nave! an amendment should be neg! gible 
direct a campaign for its new) fire prevention campaign in daily| signed as assistant advertising man- been granted concessions. —particularly slight compared jy 


brands of spun nylon short socks| and weekly newspapers in the prov-|ager of the Toronto Globe & Mail,| Despite the fact that OPA has|the cost if this industry shoul 
for women. Francis Marquis is the| ince. Russell T. Kelley, Ltd., Ham-| joined E. L. Ruddy Company, Ltd.,|taken cognizance of the need for 
account executive. lilton, is the agency. |Aug. 1 as account executive. | straightening out the price situation 


as it affects the food field, said the 
AGMA broadside signed by Presi- 
dent Paul S. Willis, Stack-Goble Ready 


THEY CALLME A — 


ripening and valuable time, which to Close Its Doors 


can never be recalled, is slipping by.|_ Stack-Goble Advertising Agency, 
WITH A FUTURE. 


col- 
| lapse because of the severe inequity 
of the present order.” 


Yet OPA has failed to relieve the | Chicago, which disintegrated rapidly 
|squeeze in which this industry is | following the death of E. R. Goble 
‘caught like a vise.” president, and the withdrawal! in ,; 
| Food manufacturers are in com-| body of the New York office to th 
plete accord with the concept of seemed Williams & Cunnynghan 
ing shown aggressive leadership in ’ 


nt probably this week. 
ithe battle to keep the cost of living} With the acquisition of the Derby 


'down “long before there was any | Foods account by Needham, Louis 
‘talk of price control as government} Brorby, only two major accounts 
| policy.” The industry also stipu- | remain. unaccounted for. These are 
lated that it wants “to cooperate \the Santa Fe railroad and Bruns- 
with the government to the fullest | Wick - Balke - Collender Company 


a |both of which are expected t 
| exte ‘ lic . i pected t 
extent” to make the policy effec- ‘announce their new plans shortly 


| tive. |H. L. Hulsebus, vice-president, and 
| Narrow Margins Stressed d. M. Willem, account executive On 
these accounts, respectively, aie 
“The food industry of this coun-| expected to continue servicing them 
|try is the most efficient industry in| when they move. 
'the whole world,” the statement —— 
continued. “Fifty thousand food|* ’ 
manufacturers compete with each | Shop Makes Bow 
‘other in the manufacturer field; and|_ National Business Publications 
10,000 wholesalers and 400,000 re- | Ltd., Gardenvale, Que., has new 
Sharon Lee George of Wichita, tailers compete with each other in| gurated a new publication, Shor 
Kans ld e 4 ere , . ,.| for circulation among plant super- 
msas, isn't ole enough to the field of distribution. This has 


Rae ra ; intendents. Advertising of second- 
understand this “Boom Baby resulted in such efficiency and nar-| hand machinery is nm alg 


business. But her dad knows. |row margin of operation that the 

He works for the Coleman Lam industry is simply not in a position : 

and Stove Co., a large Wie oar to absorb the inevitable losses which Murphy Joins WCKY 

concern, heavily engaged in war result from the present price ceil-| John E. Murphy, for the past 1! 

contracts Seys Ur Ge ‘ ing order. years a staff writer on the Cin- 
*  odys mr. = “reorge, | Although agreeing that the objec- cinnati Post, has been appointed 


“This whole area is booming \tive of the price regulation is | Publicity director of Station WCKY 


and we think it’s going to stay “excellent,” AGMA nevertheless as- | Cincinnati. 
that way.” That's why Sharon | serted that “under the present for-_ 
isa “Boom Baby” witha future! |mula the order may well mean, 


wasted crops for the farmer, bank- 


* * © ruptcy for many food manufac- | ai HAVEN 
turers and distributors, and a) 


Wichita enjoys the perfect | serious breakdown of the present | 


combination: a growing indus- _&flicient system of distribution.” ‘° , / 
trial and aircraft center, backed OPA Ignored Pleas iS e 
i eeeeatemneenenenel 


up with basic wealth in agricul- One of the shortcomings cited in 


ture and oil. “AGMA's discussion of the order is 


. , P “the fact that OPA ignored the 
To sell this booming profit long-established trade practices 


area, include AFH on your j\when it originally drafted the for- 
schedule. Radio Station KFH | mula. In spite of the pleadings of 


dominates the market! In fact, food industry leaders, the OPA dis- 
ee its the only full-time, 5000- regarded the fact that there is a 
Tig watter in the State of Kansas. customary lag of at least 30 to 60 


days between the time a manufac- 
turer issues a new price list and the 
time when a wholesaler puts it into 
THAT SELLING STATION effect. There is an additional delay 


of 30 days before retailers pass the 


IN KANSAS’ BIGGEST, RICHEST MARKET! change on to the public.” 
The result of this lag, AGMA con- 


tinued, is frequent out - of - the - + : > ee 
_pocket losses to wholesalers and > 
retailers, and more than 400 grocery , 

items have a replacement co for While unknown to thousan > 
distributors which is out of balance| ome man who is chiefly resp nsibte 
with their frozen ceiling prices. The| for the growth of America all 
business of manufacturers and the dustry is Elisha K. Root, a («rmer 
entire sys of food distribution first 


system boy of New Haven, He we 


has been “seriously disrupted,” the te invent drop hammers, turret 
statement asserted. lathes and the present av! matic 
Subsidies are distasteful to the) rey machines. 


/bopce Cy PRATT a ,_@ : = 
a eo KINGMAN a : aa 
2 - ] \ | INDEPENDENCE s ~ 

i som ems COFFEY VILLE 2) . 


4 be | food industry, AGMA said, repre- 
. : - » 5000 WATTS DAY AND NIGHT senting a costly burden to consum~ The New Bauen Register 
Clean D. Gillett Computed Field Strength Distribution Based on Performance ers and an inv oly ed administrative 
end Previous Survey Measurements—S000 Watts Day and Night—October 1941 CALL ANY EDWARD PETRY OFFICE procedure. Despite manufacturers’ 
= —_— ‘basic objections to subsidies, the’ ——_ 
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‘a ing that the product was packedia distinct possibility, pointing out, . distributed by NRDGA, offering in- 
“an Kenn Absorbs ‘under the continuous inspection of | however, that an immediate change Retailers Stress dividual and group store copy sug- 
< e 'the Agricultural Marketing Service is not likely, especially since OPA R ] gestions, window display ideas and 
e ,of the U. S. Department of Agri- Sprague, Warner’s present stocks ules as other tieups. 
. culture, and the other giving the were not purchased from canners - The background of price control 
the Grocery Business grade, with the added information | which operate under the continuous Chief Copy Theme 


as a merchandising theme was dis- 


ited that this grade had been certified by | inspection program. New York, July 30.— Aware of cussed in ADVERTISING AGE, July 27. 
er. \ ‘a Warner ‘: Department of Agriculture. | [ae the dangers of runaway price in- . — 
to 0 pragu i —— = ae S brid to Rickard flation, retail stores throughout the Pettit to Skyways 
ney caked ie Aarau dae, Sept. A Advertising of A. R. Purdy Com- country will gear their promotional William Pettit, formerly publicity 
Sts) Grade Label Advocate 1940.) “ *|pany, New York, national dis- efforts during the next few weeks director of the Caples Company, 
ents e “ tributor of steel, has been placed to the theme, “August for Compli- New York, has been named pro- 
sed Extends Wholesaling Since Kenny has been an Out-| With Rickard & Co., New York. ance.” the National Retail Drv Motion manager of Skyways, new 
* | standing leader in the move toward | [ndustrial papers and direct mail Go a po iatios me a all dav, 2Viation publication of the Henry 
da Operations ‘grade labeling, much speculation | will be used. Burton Schellenbach “°°°5 “gen ee ae today. publishing Company, New York. 
edi- existed as to whether or not such | is account executive. An effort will _be made to line up a 
the Chicigo, July 30.— Purchase of| grades would be extended to the ; support Sor OPA price regulations Swigert Presents Exhibit 
itor sprague, Warner & Co., one of Chi-| Sprague, Warner brands, which Bernstein Elected V.-P. among dealers as well as consum- Swigert Paper Company, Chicago 
the cago’s leading wholesale grocery or- have not heretofore carried them. Philip Bernstein, who joined the = ; has opened ‘an extensive exhibit of 
his ganizations, by C. D. Kenny Com- While officials of the company Were | Chicago office of Bozell & Jacobs, The campaign, whose objectives what industry is doing in wartime 
ibu- pany of Baltimore, reportedly the) silent on this point, other trade Inc. last October, has been elected have been lauded by OPA officials, advertising at its plant, 717 S. Wells 
ther largest Wholesale grocery organiza- | sources saw such a development as |a vice-president of the agency. will be covered in a broadside to be street. 
\ting tion east of the Mississippi, was re- 
are ported here yesterday by Nathan 
Cummings, Kenny president. 
for Present plans call for continuance 
con- of the Sprague, Warner business 
far under its own name and continued | 
con- sale of all of the company’s brands, | —— 
rove including Richelieu, Ferndell and | 
t to None-Such in the area served by 
such the company. The Kenny brands, 
gible including Norwood and Ken-Dawn, 
1 to will also be continued without 
col- change ; 
quity Sprague, Warner & Co., which q 
j was organized during the Civil War, 
was purchased by and merged with) |j 
Samuel Kunin & Sons, another Chi- ; 
cago wholesale grocery organization, | ie re ; 
in 1938, and a year later absorbed | = Gaal] 
gency Durand-MecNeil-Horner, a competi- ‘ e 
apidly tor. C. D. Kenny Company is 72 4 
Goble years old and operates 29 branch | 4 
“‘t houses throughout the East and 
l€ 


South. No financial details of the 


7 ie transaction were revealed, and re- 4 
h thy ports by Mr. Cummings that the} “oy | or , - 
“ newly formed combination would| }% (fa a ‘ > Th) r ‘ vy a AO a 5 = k d 
Derby serve 35,000 customers and do a| |} | = = 2 j iy ry rs a ki 
Huis & business of more than $30,000,000 a @| , ’ Does] Drv Doct Den 4’ Tam . VA ip 
counts year were labeled conservative in| |¥ t tm . ¥ Te . tite > a ,  ¥ << 
se are [MB trade circles. ys: neve PAV PAV AT ifr) QO W isa QW ; sit eo ae 
Brun Although the acquisition of | 7) ie JS Areas fn (ae / ; : ; . — >, - a 
ed Sprague, Warner does not make ;*C a : mA kee 
ae Kenny a “national” food wholesaler, oI ' oun GREE Cn OE —_ = W Ry, ~ Yn 
st. and Wa «it definitely places the company in WV) Dh { rT ry ee MOI ITE Fig () Wile Fl el ..¥ f ’ Kido q 
ves on [ae the front rank of the nation’s food 4 miter a a) GG / he eb : : ~ — How J 7 Se 
y, are distributors, with distribution over at ww 2 =F = ag » 
g them i huge section of the country’s most Ne 


etree 
populous area. 


(mu Pm ¢ «iL Aat ST al , " = were 
eOSOoo) I 
Pushed U. S. Grades gavel Tap see f & & “4 fit Fe eos ees gi : 
The merger was of especial in- aL ID, bh DM, i) “a * 4 ‘ . gl y ns 
cations = . . Wt - ) - “~ AS 4 2 ‘ j . 
neo terest to advertising and merchan- A aw Ww aD) aD) - ~ ae 
Shop, # dising executives because Kenny CORR. (OG &.. CORB. CN = th & AP , loi 


hen 
super- was the first important food dis- . — 
second- tributor in the United States to 

. market a complete line of California 
fruits bearing the U. S. Grade A) 
label, available to those whose 
product is under continuous inspec- 


past 11 


past I! BE tion by the United States Depart- T is The Yankee Network show The Yankee Network's position 
aolated ment of Agriculture. In September, | M O G if N iJ 
WCKY 1940, Kenny called in its branch 


ee oS eee WOLCOTT window, and the largest of its _in the food field is the result of 


Schuck] & Co., San Francisco, and : . i - i i i 

og gb Ny inh ed of fird National Stores kind. In Boston, alone, the key sta constant cooperation with retailers 
Jose, then the only two canners in i » 

i iveakty Tasnand to peck trait MARJORIE tion, WNAC, has more food ac and wholesalers. For example, the 
Silascet or antes wider MILLS counts than all other Boston stations —_ network has active members in the 
supply Kenny wi ducts whic Household Hour . eas 

aul te cle uaie to eee combined. Food Broker's Association of Boston. 


label, but which in addition would CONNIE . —_ . . . . 
it we aiiaies daakies ane ten STACKPOLE While this situation has prevailed Leading advertisers have found, 


| “New England Cupboard” for a long time, in the light of pres- by profitable experience that the 20 
RUTH MOSS ent conditions, it is particularly sig- | hometown stations of The Yankee 
Women’s Interest Program nificant to sponsors who want to Network give the only complete 


* * * * 


New England's four out- reach an audience where food sales coverage of all key buying centers, 

SS poe ap for home use reach a total of well _ plus the high degree of acceptance 

sting" EVERY ‘howling ‘cetablish- anne accu, eneeaiel over $900,000,000 annually, or = which moves goods day in and day 

ss Cousress. "There are. $069 such 11.5°%% more than the average for out. Are YOUR products in The 
"9 alleys. e the United States. Yankee Network's show window? 


Here is a mighty lucrative market for 
“wing equipment, air conditioning 
‘tits, wall coverings, interior decora- 
“08, sound insulating, soda foun- 
"8, crills, seating and lighting 
‘“tipment, food, beverages, tobacco, 
“phies, plaques and products of 
“ety description used and needed in 
modern bowling establishment. 


Suara: teed circulation 30,600. 


Write for detailed information. 


q ister “Vertising Department, BOWLING 
American Bowling Congress 
ee 2290 North Third Street 


Milwaukee, Wisconsin 
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National Income in 
1941 Reached New 
High, 90 Billions 


New York, July 29.—The nation’s 
income in 1941 was estimated today 
at $90,000,000,000, 12 billions more 
than during the preceding year and 
10 billions greater than in 1929, the 
previous peak year. 

These figures were contained in a 
report released by The Conference 
Board, which pointed out that dur- 
ing 1941 dividend and interest pay- 
ments dropped $2,500,000,000 behind 
those of 1929, and were only $431,- 
000,000 greater than in 1940. 

Last year salary and wage pay- 
ments represented 67.5 per cent of 
the national income, compared with 
64.9 per cent in 1940. The low point 
of such payments, 59.1 per cent, 
was reached in 1936. The ratio has 
been rising steadily since then. 

One phase of the report covering 
1941 income which occasioned spe- 
cial comment was the increased ag- 
gregate income received from the 
government. During World War I $1 
of every $10 of national income 


came from the government, com- 
pared with $1 of every $6 when we 
entered the present conflict. | 

In commenting on the portion of | 
national income derived from divi- | 
dends and interest, the board ob- 
served that in previous boom years 
recipients of such payments in- 
creased their proportion of the 
whole, but last year their ratio ““‘was 
about as low as at the trough of the 
depression.” 


| 
| 


Lutheran Hour Plans 
Bigger Radio Program 


The Lutheran Hour, which is 
broadcast live for 26 weeks yearly 
over approximately 150 Mutual 
Broadcasting System stations, and 
by transcription over 172 additional 
stations, will use a larger station 
line-up than ever when the series 
is resumed in October, according to 
the sponsor. 

Kelly, Zahrndt & Kelly, St. Louis, 
has been appointed to direct the 
program for the eighth consecutive | 
year. 


Edouarde Joins Hersey 


W. Doty Edouarde, formerly radio | 
time buyer for Compton Advertis- 
ing, has joined Badger and Brown- 
ing & Hersey, New York, as assist- 
ant to H. W. Mallinson, Jr., station 
relations director for the agency. 


/in addition to regular cartoon ad- 


Spice-Odorized 
Ink Helps Sell 
Bruckmann Beer 


Cincinnati, July 30.—The Bruck- 
mann Breweries tossed in a spice- 
odorized ink this week to help ex-| 
pand sales of its Jubilee beer 
through color advertisements in 
Cincinnati dailies. 

The brewery and its agency, S. C. 
Baer Company, have toyed with the | 
idea of using odorized ink for beer 
ads for quite a while but failed to 


Packaged Socks 


for Armed Forces 
fo Get Promotion 


Holeproof to Advertise 
‘Nameless’ Hosiery 
During the Fall 


find the proper odor. Perfumes of | 
the flowery type were definitely 
out. They tried the natural beer 
odor—but it didn’t smell so appeal- 


(Picture on Page 31) 


Milwaukee, July 30.—A new 
ready-to-mail Holeproof gift pack- 


ing when mixed with ink and put} 
on paper. Finally by the use of a 
headline, “Like Sugar and Spice and | 


Everything Nice, You'll Thrill to! 


‘the Taste of Brucks Jubilee Beer,” 


and a spice odor in the ink they) 
hit on a solution to the problem. | 

Bruckmann uses large-space color | 
ads in the newspapers bi-monthly, | 
vertisements which were started the | 
first of the year. All copy stresses 
draft beer, quart bottles and half- 
gallon jugs and makes no mention 
of the 12-ounce standard size, whose | 
production is limited. | 
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TOLEDO BLAD 


Deliv 


is del 
filing 


DOUBLE 


=. 


Carriers filing lists 


with publisher” 


Besides having the second largest 
circulation among all evening news- 
papers in Ohio, the Blade has a Home 


ery System by carriers which 


makes its distribution method of par- 
ticular value to advertisers. 


Of total net paid circulation in both 
City and Retail Trading Zones, 76% 


ivered ‘by independent carriers 
lists with publisher.” (A.B.C.) 


The compelling force of newspaper 
advertising is used to best effect when 
the advertiser's message is brought 
to the family circle where buying 
decisions are daily being made. 


Busy industrial Toledo plus 
its rich surrounding agricul- 
tural area—a truly double- 
value market effectively 
covered by one newspaper. 


VALUE 


MARKET 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


age for service men—for which an 
enthusiastic reception has already 
been chalked up—highlights the 
fall merchandising plans announced 
this week by one of the nation’s 
leading hosiery makers, the Hole- 
proof Hosiery Company. 

Six pairs of MHoleproof socks, 
khaki for Army men and black for 
Navy men, are packed in the color- 
ful gift box, accompanied by a mail- 
ing container which needs only to 
be addressed and stamped. Stores 
have expressed great interest in the 
new package not only for its display 


'value but its simplification in mail- 


ing and customer satisfaction. 
Silk is out—for men’s as well as 


women’s lines this fall—but Hole-| 
|proof says its line of men’s socks 
|for fall selling will be surprisingly 


complete and versatile in pattern 
‘and color choice. Four-color dis- 
play materials, covering seven indi- 
| vidual promotions, are being offered 
dealers. Prominence will also be 
given to Holeproof’s exclusive 
|Pacer, a sock with garter attached, 
as well as its regular length and 
|Pacer short. Esquire and The Sat- 
urday Evening Post, as with pre- 
vious promotion, will tell the story 
‘of Holeproof men’s socks to con- 
}sumers this fall. 


No Mention of Material 


Reinforced nylon, Cordura rayon 
jand cotton will be used for men’s 
socks, though copy will make no 
reference to the materials being used 
in their manufacture. A_ similar 
| policy will be employed in adver- 
\tising of women’s stockings. The 
‘company, like its competitors, and 
dealers are going through a transi- 
‘tional period. Silk and all-nylon 
|fabrics still are being sold by indi- 
|vidual stores, but there will be no 
|/more when present supplies are 
exhausted. Reference to reinforced 
nylon, rayon and cotton weaves may 
go into advertising copy later on 
when only these weaves remain on 
the market. 

In the women’s line, Holeproof 
has concentrated on developing 
rayon and cotton stockings, and 
'both Life and Mademoiselle will be 
employed to feature Luxsheer 
rayons and Luxuria cottons, with 
the emphasis on rayons. The Hole- 
proof girl, drawn by Merlin Enab- 
nit, will be used in all fall adver- 
tising, with stockings whose weave 
|has all the allure of the once plen- 
|teous silk hose. 

Luxite, a division of Holeproof, 


| will feature a new line of Velvalux | 


robes and bed jackets, Luxdown 
|gowns and pajamas, and a high- 
style line of gowns and slips de- 
|signed by Renie of Hollywood, in a 
iseries of ads in Mademoiselle. 

| Advertising this fall will be on a 
reduced scale, with black-and-white 
copy instead of the color advertise- 
ments used previously. In its mes- 
sage to dealers in business papers, 
Holeproof urges promotion of all 
three of its products, men’s socks, 


—_ 
women’s hosiery and women’s knit 
underwear. Dealers are rned 
that since yarns are limited sup- 
ply, production of quality Slery 
will be less than the dema, and 
that first claim on Holeproof hosiery 
‘facilities will be given unts 
established before the war upset 
| production plans. 

Mitchell-Faust Advertisin; Com. 
pany, Chicago, handles the Hole. 


proof account. 


Advertising in 
Britain Reveals 
Marked Progress 


New York, July 30.—Adv« 


In 
volume in British provinci: aan 
suburban newspapers increageg 

;more than 20 per cent durin: the 
|last six months of 1941 as com: areg 


'with the same period of the pr ced. 
ing year, according to Samu | w 
Meek, vice-president in char e of 
international operation for 
J. Walter Thompson Compar 
Substantial appropriat). y jp. 
creases in several classific tions 
were seen during the first q: arte; 
of this year, against the same )eriog 
of 1941, Mr. Meek said. Cere.| ex. 
penditures were up 41.1 per cent 
prepared soups and gravies, 1 per 


|cent; medicinal products, 29.) per 
lcent; and beef extracts, 20 per 
cent. 


More than 60 per cent of the Brit- 
ish government’s total advertising 
appropriation was allocated to the 
|National Savings Committee (wa; 
|loan) and the Ministry of Food dur- 
ing the first five months of this vea 
the agency man reported. Of the 
(27 other government department 
advertising during the same period 
|leaders were the Ministry of Agri- 
, culture, Service Vacancies, Ministr 
lof Information and Ministry of 
Labor and National Service. 


Wartime Direct Mail 
Contest Is Announced 


The Direct Mail Advertising As- 
sociation has announced opening « 
its 1942 contest for wartime direc 
| mail leaders, covering material pro- 
duced between Dec. 7, 1941 and§ 
Aug. 15, 1942. 
mail or mail order advertising are 
‘eligible for the competition, regard- 
\less of whether or not they ar 
{members of the association. Com- 
| plete details may be secured fron 
the association offices at 17 E. 42n 
street, New York. 

A score of cups and plaques wi 
be awarded to contestants, in addi- 
tion to the selection of the 50 Di- 
rect Mail Leaders of 1942.”’ Judging 
will be done under the direction o! 
\J. A. Welch, Crowell-Collier Pub- 
lishing Company, who is presiden' 
of the Advertising Federation 0! 
America. 


New Silk Screen Method 
of Printing Revealed 


Offset-Gravure, Chicago, has re 
ported development of a nel 
method of silk screen printing whic 
it asserts permits the nearest 4] 
| proach to lithograph ever availabl 
in the paint process. 
| The development embraces 
|protographic process in which ! 
| special copy is required. Positiv' 
are made by a special method 
color separation without the use 
a halftone screen, thus reportec 
eliminating all moreau and perm" 
ting three-color reproductions w™! 
Offset-Gravure asserts wou! or 
narily take 20 colors in flat scret 
printing. 


a 

| e e 

‘Distributors Plan Meet 
The 14th annual Boston Confe’ 

ence on Distribution will »e ™ 

Oct. 5-6 at Hotel Statler, B: -ton 


en 
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| Agency 
to ask the 
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¥P2 Committees 
i Comb Plants 
for Old Plates 


W. C. Forbes Heads 
Printing Plants 
Salvage Drive 


New York, July 30.—Vertical in- 
aystry committees are being formed 
 enl the support of printers, 
oublishers, engravers, agencies, and 
ther branches of the advertising 
adust in the War Production 


goard’s scrap collection drive. 

“The program is backed by the 
32,900,000 Advertising Council paid 
dvertising campaign sponsored by 


Council pool headed by Leo Bur- 
nett, and McCann-Erickson, agency 
placing the campaign, is one of the 
most thorough merchandising pres- 
entations ever planned to back up 
an advertising campaign. 


| Newman Heads Adclub 


M. T. Newman, Associated Adver- 
tising Agency, has been named act- 
ing president of the Jacksonville, 
Fla., Advertising Club, succeeding 
C. T. Parsons, who is now attending 
an Army officers’ training school. 


Coe Named President 


Robert L. Coe, vice-president of 
Chase Brass & Copper Company, 
Waterbury, Conn., has been elected 
president of Copper & Brass Re- 
search Association. 


FTC Hits Use of 
Red Cross Name by 
Shoe Manufacturer 


Washington, D. C., July 29.—Use 
of the Red Cross as a trademark for 
shoes manufactured by United 
States Shoe Corporation, Cincinnati, 
was attacked this week by the Fed- 
eral Trade Commission, which 
sued a complaint charging violation 
of public law and of the Federal 
Trade Commission Act. 

In its complaint the FTC referred 
to “misuse of the American na- 
tional Red Cross name and emblem 
for commercial purposes,” in the 
sale and distribution of shoes. 

Red Cross shoes have been widely 


is- 


advertised for years. Estimated ex- 
penditure in newspapers and maga- 
zines for 1941 was $200,000. 

While no mention was made in the 
FTC complaint of pending legisla- 
tion to strip manufacturers of the 
use of the Red Cross mark, regard- 
less of whether their use of the 
mark preceded adoption of the law 
prohibiting its further spread for 
commercial products, observers gen- 
erally considered the FTC move as 
another indication of pressure that 
is being brought to bear to end all 
commercial use of the Red Cross 
symbol. 


Donahue Names Seidman 


Donahue & Coe, Inc., New York, 
has named Lloyd Seidman, account 
executive, a vice-president. 


Personnel Changes on 


Amer. Tobacco Account 


Carl M. Stanton has been named 
account executive for American To- 
bacco Company by Lord & Thomas, 
New York. Mr. Stanton, formerly 
in charge of Lucky Strike radio, will 


be in charge of all phases of the 
account. 
Karl W. Schullinger, formerly 


production supervisor of Lucky 
Strike radio, has been placed in 
charge of radio advertising on the 
American Tobacco Company ac- 
count. 


Gets Surgical Account 

Seberhagen, Inc., New York, has 
been named advertising agency for 
Gudebrod Brothers, Philadelphia, 
maker of surgical sutures. 


the American Industries Salvage 
Committee, representing iron and 
tee] and other industrial compa- 
nies. : | 

w. C. Forbes, president of Forbes 


Lithograph Mfg. Company, Boston, 
has accepted the post of liaison man 
for the printing industry. A chair- 
man for the publishing industry and 
other branches of advertising will 
be appointed shortly. 

Salvage managers to be appointed 
in each plant in the printing and 
publishing trades will be asked to 
survey their plants to locate old 
electrotypes, halftones and 
ylates, from which lead, copper and 
zinc can be obtained, well 
‘bsolete, unused machinery, which 


as as 


will supply steel, and the rubber 
blankets from offset and gravure 
presse 

Old Plates Wanted 
Plates and type owned by cus- | 
tomers or advertisers have been 
ccumulating for years in some, 


printing and publishing plants, it is 
believed. 


line 


The current scrap salvage | 
irive will seek to induce publishers 


AWK AWI/ 


and printers to obtain the release | 


of such metal so that it can be sold 


as scrap. 
Mr. Forbes will shortly send a 
letter to thousands of printing 


} firms, urging them to cooperate fully 
s with 
; salvage 


local industrial 


which have 


and regional 
committees 
been set up by WPB. 
Immediate moves urged by Mr 
Forbes in his letter are (1) appoint- 
ment of a senior executive as 
age manager, if it has not already 
een done, in cooperation with the 


sal- 


Are you landing your limit in Midwestern sales 


these days? It’s simple enough — a matter of 


WPB’s Bureau of Industrial Con- 
servation, and (2) cooperation with 
cal general salvage committees | 
hich have been established by 


lefense councils in 12,000 communi- 
ties through the OCD and the WPB. 
The WPB is currently distributing 
these local committees a large 
rochure containing an organization 
arge for the campaign, and repro- 
ictior of the entire series of 
vertisements, as well as complete 
‘ts of newspapers and radio sta. 
tons for each state. 
The brochure, prepared by the 
lreau of Industrial Conservation 
ith the help of the Chicago Ad 
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Missing . 
Something? AR iq 


Irs the naked truth—sched- 
ule | ov (City Zone popula- 
ton, 115.264) or you'll miss 


“ton a major New York 


Mate market! 
Ne THE TROY RECORD 
ruin THE MvVeES RECORD 


casting a line out to KMBC’s audience (one 


whopper that won't even try to get away). 


The lure that hooks listeners, of course, is pro- 


gramming, and KMBC is one of only three 


U. S. stations ever to win a Variety Award for 


Program Origination. It’s the only Kansas City 


station regularly feeding programs to a coast- 


to-coast network. And KMBC carries the basic 


schedule of CBS — by surveys, Kansas City’s 


favorite network. With such infallible enter- 


tainment bait, there’s nothing at all fishy about 


the way KMBC advertisers reel in profits. Bet- 


ter hook up with this “9 Ways the Winner” 


station. It has a whale of a lot to offer you. 


Wa 


OF KANSAS CITY 


FREE & PETERS, INC. 


CBS BASIC NETWORK 
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WCKY Seeks Beauty 


Phy ae ee be a for Extra Push in 
Fuel Oil Crisis 


covering a “Miss Greater Cincin- 

nati’ to represent that city in the 

Atlantic City competition the week 

of Sept. 7. The promotion opened New York, July 30.—Expanding 

with a reception July 28 at the Gib- the scope of its seasonal Blue Coal 

son Hotel, to which local advertising advertising campaign Delaware 

men, prominent citizens and mem- ptt where & Western Cand Came 
pany will release newspaper copy 
in New York next week and in 
other markets Aug. 16, urging oil 


bers of the armed forces were in- 
burner owners to convert to coal. 


vited. 

Instead of running its usual nine 
weeks, the schedule will continue 
for 12 weeks, with insertions rang- 


Blue Coal Due 


ing from 255 to 400 lines in the 
anthracite - burning territory  be- 
tween here and Chicago. Ruthrauff 


& Ryan is the agency. 

In stressing the seriousness of the 
fuel situation, Blue Coal copy will 
call attention to the ease with which 
conversion can be accomplished. 
The Convert-O-Grate, a new device 
recently introduced by Anchor Post 
Fence Company, is recommended to 
home owners. (Details of a cam- 
paign launched for Convert-O-Grate 
were reported in ADVERTISING AGE, 
July 6.) 

The Blue Coal campaign will be 
conducted in cooperation with about 
4,000 local dealers. “The Shadow,” 
radio program broadcast over an 
MBS network, will return to the air 


‘‘Cover-to-cover, the facts indi- 
cate itis one ofthe most USEFUL 
magazines in America today. 
Wherever you find it, you finda 
business man...well informed."’ 


either the last week in September 


or the first in October. 


‘Magazines Introduce 


New Sportsman Lines 

New York, July 29.—Two addi- 
tions to the Sportsman Toiletries 
line for men will be introduced to 
the public with a two-thirds page ad 
in The New Yorker Sept. 18. They 
are a porcelain shaving bowl mod- 
eled after a duck in life-like colors, 
and talc packaged in ceramic glass. 


The campaign, placed by Wesley | 
Christmas, | 


Associates, will run to 
with space in Esquire, 
Bazaar and Vogue. 


Harper's 


NBC Affiliates 
14 Mexican Stations 


Fourteen Mexican radio stations 
have joined the Pan-American net- 
work of the National Broadcasting 
Company. This brings total affilia- 
tion to 139 stations in North, South, 
and Central America. 

The 14 recent additions are as- 
sociated with the 43-station network 
headed by Mexico City’s XEW, with 
a 100,000-watt transmitter. 


Garrison Names Agency 


Earl W. Garrison, cross - breed 
poultry specialist, Bridgeton, N. J., 
has placed his account with Yankee 
Writing Service, Guilford, Conn. 


Desk Map 


— published in response 


to the demand of sales 
managers and advertising 


managers .. + 


-shows where to 
multiply sales in 
the famous 49'" State 


The demand for a brand-new, up- MeNally & 
to-the-minute map of this rich 
and very active market could no 
longer be denied. So many sales 
organizations have asked, not only 
us, but also the map companies, 
for an official map of The 49th 


State. that we commissioned Rand 


with The 


FREE to responsible executives 
... This map is a valuable ad- 
dition to any office, and a key 
to multiplied sales in this great 
Globe-Democrat market which 
it portrays. Write to The 
Globe-Democrat, on your busi- 
ness letterhead, for a free copy 
of this useful and interesting 
map. 


Co., to prepare this 


two-sided desk map. 


It’s ready. It’s a beauty. One side 
shows a map of The United States, 
49th State correctly 
placed. The other side shows a 
large detail map of The 49th State, 
with towns clearly marked for 
quick location. 


Press for Sales in this Rich Market with the Aid of the 


In 266 towns... Coverage 


In 67 towns... Coverage 
In 56 towns... Coverage 
- = , 
o' In 45 towns... Coverage 
aid In 98 towns... Coverage 
* In 60 towns... Coverage 


ot oe a 


St.Louis Globe-Democrat 


See how the Daily Circulation of The Globe-Democrat Blankets St. Louis 
Plus 592 Thriving Towns in The 49th State: 


more 
30% 
10% 
35% 
30% 
20% 


of 50% or 
of 10% to 
of 35% to 
of 30% to 
of 20% to 
of 10% to 


Makes It 


Sweeping Order 
Covers Pricing on 
Changed Products 


Substitute Materials 


Governed by Complex 
OPA Formula 


Washington, D. C., July 30.— 
| Manufacturers who turn to substi- 
tute materials in the production of 
civilian goods will be governed in | 
their pricing by a new formula is- 
sued this week by the Office of 
Price Administration which, in ef- 
|fect, extends ceilings to thousands 
‘of products not hitherto covered. | 
The order, which listed 20 different 
| groups of products, is the first deal- | 
ing specifically with quality changes | 
in everyday merchandise. 

Under terms of the order, prod- 
|ucts made with substitute materials | 
that represent lower manufacturing | 
‘costs, must be sold for prices less 


than originally, but in cases where | 


wartime substitutes increase manu- 
|facturing costs, prices may reflect 
this change. The order sets forth a 


“self-executing” formula by means | 
of which manufacturers may com- | 

* . cae | 
pute their own price ceilings for | 


newly constructed products. 


The new system must be applied | 


to all goods placed on the market 
since April 
already been determined under the 
General Maximum Price Regula- 


tion and were offered for sale be- | 


fore Aug. 1. Otherwise, prices must 
be reported to OPA by Aug. 20. 


Many Products Included 


Products listed under the 20 ma- 
jor headings include household ap- 
pliances and cooking utensils, 
plumbing and _ heating fixtures, 
building materials, bedding, hard- 


sical instruments, sporting goods, 
flashlights, toys and games, glass- 
ware and mirrors, luggage, watches 
and clocks, jewelry, cameras and 
photographic equipment, lamps and 


light bulbs, silverware, optical sup- | 
pera to sell merchandise in differ- 
} 


plies, smokers’ articles and um- 
brellas. 

The complex pricing formula 
works like this: 

If only minor changes are in- 


volved in the new item, the manu- 
facturer must set a ceiling price 
which is the same as the maximum 
price for the comparable article. 
Minor changes are described as 
those that do not reduce the cost of 
materials or prevent the new item 
from offering fairly equivalent serv- 
iceability, such as a change in the 
shape of a chair seat or in the han- 
dle of a household utensil. 


Figure In Costs 


However, if the new article in- 
volves substantial changes resulting 
from shortages of materials or parts 
used in the original, the manufac- 
turer must use as his maximum 
price the ceiling price for the orig- 
inal plus or minus any increase or 
decrease in the unit cost of produc- 
tion resulting from the change. 

If the new article cannot be 
priced on this basis, the manufac- 
turer must use the following for- 
mula: 

(a) He determines the direct cost 
per unit of the new item, using 
March labor rates and March costs 
of materials unless OPA has rolled 
back the material price, in which 
event he uses the lower price. 
| (b) Selects from his line of com- 
|}parable articles already having 
maximum prices one which has a 
March direct cost immediately 
higher and one which has a direct 
cost immediately lower. 

(c) He then averages the mark- 
ups (margin by which his maxi- 
mum selling price exceeds his direct 
cost) for the two comparable arti- 
cles both in dollars and cents and 
in percentage. 

(d) Whichever of these average 
mark-ups yields the lower price is 
then applied to the direct cost of 
the new article and the resulting 
price is the maximum price. 
| Excluded from the list of prod- 


1, unless ceilings have | 


. ° | 
ware, floor coverings, furniture, mu- | 


SPECIAL PROMOTION 


he opecual actew 


HURRY! OFFER EXPIRES JULY 30° 


Toke ths coupon te your dealer now! (Lum? | coupon per foamy) 
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PRICE prover 
been hey MeNeill & Libby 0 Per 


Libby-McNeill & Libby, which has con- 

centrated its baby food advertising in 

magazines up to now, tests the effective- 

ness of dailies with this 600-line copy in 

selected markets. J. Walter Thompson 
Co. handles the account. 


|}ucts issued by OPA as subject to 
the new 
|items as 


price formula are such 
radios, refrigerators and 
others in the consumer field which 
have either been covered by special 
orders or probably will be in the 
near future. A_ “self-executing” 
formula governing ceiling prices in 
the apparel industry, where new 
lines of children’s and women’s out- 
erwear garments are offered for 
sale, has also been issued by OPA. 
The rule covers manufacturers, 
wholesalers and retailers who were 
not in business last season or who 
ent categories from those offered 
previously. 


‘Raises Rates 


| Effective with the January, 1943. 
jissue, Tool Engineer, Detroit, will 
increase its 12-time page rate to 
$150, at the same time increasing its 
circulation guarantee from 16,000 to 


20,000. Contracts will be carried 
through to expiration at existing 
rates. 


Dynamic 
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KAUFMANN FAB 


425 S. WABASH AVE., CHICA 


sf Ty be a ae cc hg ai a Bee, oy gti a ‘2 : : : Bs ohare fp ee ite Bay Te ose i ae ‘ : Pi oo. . ” A 
Bs ge 
al i ee P| A 
4 a = 
a bai | 
7. ae . | 
Ee ee Very, very special offer # ° 
Se ; ) 
= ~‘— - A , 
f | tin 
| 3 “es fe 
| \ de 
cs || a ee FOS! 
; * vn - Extra easy to diges: p. 
ic, |: 
* . ' ed Fam eet Me 
: se - ; pa! 
‘ yy rs ott has 
4 a>} NS. I 
———— ae st 
= » i 
i TE , “a EE an 
ae H. i ae 4, ‘ 0 
cau » Pe ee a 
ee 2. es tie. As) our0n BeLOms ac 
WE, "4 * " Aa a A. - su} 
; 7 =! t-. "ey i the 
_ ; = a 
; ey , duet ve ant a Libby he ’ zz ; 
ae pany ee pwr ty Spy gi i 
eA i the fan ra qnooth and few 4, | 
aed — renee die eneatanns > 
aan ae dealer night away! : " 
= : 
Chip of now Ha 
a [ roan emcee etd s wil 
ie. Es el H wh 
Sn ; 1 
ae ]. to 
FA Fre 
; twa a tur 
onren ee ant 
" ‘ cap 
| <S y has 
oe 7% a ? pyr d pro 
iP orks. ee om 
ai Vie a PAA 2 ‘ Per y : TS 
aS a oe » 5; oe) Pye “J 7 =a ; 
perl . BN Ga ss, eA E ae 
Mtg on , oe | es L 
oe T ° _— i al a enn th 
ies. his te + : — le 
sa f A new rt “ ' f py i. a Col 
tet ee ey ~ P y : Ta oe . 7 i 
_ be _—. } 4 
ea = gt, a * ? a ° . - “s 
 - \ ia f . > aa ( 
' ; & Mil 
<7 rs 7 ‘ 
7 eid & ais) ’ . 
os aa : " 
eee Bee I 
i i las 
ee a FE of 
; fill 
: tra 
No} 
\ par 
son 
Rol 
Ad 
—— ¥ nar 
. er, ee dir 
a 
ers 
PO Sl 
poi 
WI 
ric 
Ar 
. , EN 
» —_— a 
ta i a“, 3. - “ 4 
ge 4 a "es . i 
~ ¥ " 
a. Me 
os | -_ 
; = Z EZ _ > | a U 
-. Li: A Market Is As Big As Its Best Newspaper Zii/'!] . 
i he it 
bi 8 eae 
‘ <A e 4 ame ~ ee a m 
a: . 4 te: he c ‘ ae t ; 3 a frat fk . , 4 so 2 fa . mip ges , 5 : Weert iad -* io 5 acs Bt ce e Mg Paigns = ‘ Eh) aS 
a oo ie Pts : wets 2 pe, A, : Pat gs ae : Le cre pr te Se ae We aot Se es > pas i te. sek pet Pa ey ee pee ee Riri tere 6 as By ay ae ies 4 ae 
BS RS os Sing Sever ie pears ane ae a ee a ae oh, ‘S. pa ee Sie Nga ee ge ater a el is ao ead “a : 2m ae , i" nce e a ee =e ee ee 0 Sy Ae 6 o ales hs 
| ee emi tae Tae ae i es ee eee oe ee a Mice Se ae IS |, ts a ee, he 
. oa ee a i ee Le SE rs Be! See, Ae ee: ition? a ae Sue sae Pie Ce ee eee eee 4% 


August 3, 1942 


ADVERTISING AGE 


7 


Al Jolson Signs 
as Star of New 
Colgate Program 


New York, July 30.—A new night- 
time “all-family” variety show, 
sta'ring Al Jolson, will make its! 
debut on the NBC Red network 
Saturday, Oct. 3, from 9:30 to 10 
p. m., EWT, under sponsorship of 
the Colgate-Palmolive-Peet Com- 
pany. The product to be plugged 
has not yet been determined. 

Parkyakarkus, funnyman who has 
stooged for Jolson on previous radio 
shows, will have the same assign- 
ment on the new Colgate program 
and other stars are being lined up 
to support the show. Sherman & 
Marquette, Chicago, handles the 
account with Carlo De Angelo, radio | 
supervisor of the agency, directing 
the program from Radio City. 


Promotes “Holiday Inn” 


Paramount Pictures will use 89 | 
stations of the Blue Network at 
9:30-10 p. m., EWT, Tuesday, Aug. | 
4, for a special broadcast preceding 
the Broadway premiere Aug. 5 of | 
“Holiday Inn.” 

The orchestras of Alvino Rey, 
Harry James and Freddy Martin 
will play hit songs of Irving Berlin, 
who scored the picture, in a tribute | 
to the composer. Bing Crosby and | 
Fred Astaire are starred in the pic- | 
ture. 

Newspaper advertising and radio | 
announcements for the film have 
capitalized on plaudits the composer 
has received for his Army relief | 
production, “This Is the Army,” 
running currently in New York 
City. Buchanan & Co. is the agency. | 


Lux Full Net 


Lever Brothers Company will add 
46 stations to the CBS network on 
the Lux Radio Theater to enjoy 
Columbia’s full network discount 
when the program returns to the air 
on Sept. 14. J. Walter Thompson 
Company is the agency. 


} 
| 


Curtiss Increases | 

Curtiss Candy Company has in- 

creased its CBS network for Jack- 

son Wheeler’s newscasts from 41 to! 

115 stations, effective Aug. 25. C. L. 
Miller Company is the agency. 


Nieman Serves Adclub 


Harold Nieman of Robert Dairy | 
has been elected secretary-treasurer 
of the Omaha Advertising Club to 
fill the vacancy created by the 
transfer of John H. Emerick of 
Northwestern Bell Telephone Com- 
pany to Minneapolis. Bernarr Wil- 
son, Carpenter Paper Company, and 
Robert Christie, General Outdoor 
Advertising Company, have been | 
named to vacancies on the board of | 
directors. 


Scheer to WHO 


| 
Tom Scheer, formerly with Print- | 
ers Ink and Lamport, Fox & Co.,| 
South Bend agency, has been ap- 
pointed sales promotion manager of 
WHO, Des Moines, succeeding Mau- 
rice McMurray, who is now in the 
Army. 


A 


ULL 


CALLAN 


HTT 


| general 
| Jacobs Jewish Market Organization, 


Bali Bra Has New Theme 
for Fall Campaign 

“Women at War,” interpreted by 
six of the country’s leading illus- 
trators, will be the theme of the fall 
campaign for Bali Brassiere Com- 
pany, New York. The illustrations 
will depict the various volunteer 
services and war production jobs. 


| Billion Lines 
Helped Heroes Day 


Break Bond Marks 


New York, July 30.—Retail mer- 
chants donated more than a billion 
lines of newspaper advertising space 


Insertions have been scheduled|to the recent American Heroes Day 


in national magazines during the 
months of September, October and 
November. Lester Harrison Associ- 
ates, New York, is the agency. 


Stores Cancel Meet 


Heeding the plea of the govern- 
ment for abandonment of conven- 
tions, due to transporation diffi- 
culties, Clover Farm Stores has 
cancelled its 16th anniversary na- 
tional convention, which had been 


| scheduled for Oct. 12-13 in Chicago. 


Heads Jacobs Agency 
Morris Unger has been appointed 
manager of the Joseph 


New York. 


war bond promotion, according to 
Maj. Benjamin H. Namm, chairman 
of the Treasury Department's retail 
advisory committee. 

Dozens of cities ran complete spe- 
cial editions with advertising for the 
day restricted to war bonds and 
stamps. Some newspapers ran pages 
of advertising with the rosters of 
the employes of various local firms 
in the service. 

Atlanta, Ga., raised $3,300,000 at 
a bond breakfast, with the purchase 
of a bond required for admission. 
Chicago was runner up with $1,800,- 
000 sales at a bond breakfast. Wor- 
cester, Mass., reported $7 sales for 
every citizen. Fall River, Mass. 


sold nine times its quota, or $12 for 
each resident; while Mt. Vernon, 
Wash., led with $33.65 per capita 
bond sales on Heroes Day. 

Retail stores, newspapers, radio 
stations and other media employed 
a wide variety of banners, posters, 
and window displays, as well as a 
great deal of originality in copy and 
art to increase the effectiveness of 
the drive. 


Block to New Post 

Frank Block, account executive 
on the recent waste paper conserva- 
tion campaign, has been granted a 
leave of absence from Olian Adver- 
tising Company, St. Louis, to assist 
in the national scrap metal drive 
sponsored by the American Indus- 
tries Salvage Committee. 
Barr Joins Nelson 

Kay Barr, who handled publicity 
for the opening of San Francisco’s 
Radio City, has joined the A. E. 
Nelson Company, newly organized 
San Francisco agency, to head press 
relations for clients. 


Gotham Hosiery Airs 
Futuray Stocking 

For the first time in its history, 
Gotham Hosiery Company of New 
York will take to the air to promote 
its new product, Futuray stockings. 

Gotham will use the Pegeen Fitz- 
gerald program, “Pegeen Prefers,” 
heard Monday, Wednesday, and Fri- 
day from 9 to 9:25 a. m. over WOR, 
to sponsor a “girl behind the 
counter” contest. This is based on 
a point of sale consumer education 
contest in which the consumer votes 
for her favorite salesgirl, and tells 
why. The contract is for 50 weeks. 


Marvin H. Kauer, for 10 years 
marketing and advertising manager 
of Knight-Bastian-Blessing Com- 
pany, and since 1939 director of 
courses in advertising, merchandis- 
ing and feature writing at Ray- 
Vogue Schools, Chicago, has joined 
the editorial staff of Hitchcock Pub- 
lishing Company, Chicago, pub- 
lisher of Machine Tool Blue Book, 
Woodworking Digest and Export 


' Catalogs. 


It is the hour before midnight. Time for another of those 


special late evening shows prepared and produced nightly 
by the expert staff of WIR. Peaceful Valley, perhaps, with 


those melodies Grandma used to hum. Or Maestro’s 


Night, 


with the romance of that first evening at the concert hall. 


Or 


while he works. 


America’s Music, 


These brighter stars in the late evening sky 


with tunes that 


Uncle Sam whistles 


are for all 


Americans. Especially, they are for those who are sacrificing 


most to keep the America we know. They are for the boy in 


uniform, spending his 


last evening with /er...for the 


family keeping late vigil for news from some distant out 


BASIC STAT 
G. A. Richards, 


1On 


President 


COLUMBIA 


Leo J. Fitzpatrick, Vice 


Brighter Stars 


for the late evening sky 


BROADCASTING 


President 


post... for that other army, laboring through the night to 


produce the weapons for victory, 


Wherever the powerful voice of WIR reaches out, there is 


hie time entertainment in the air a// evening. 


.. to lift the 


spirits, to speed the hands, to relax the minds of an America 


carrying out its b/ygest job. 


SsSv¥YvSTtTem 


and Genera! Manager 


* ks a 
Ce EVIE! RG on | 


Edward Petry & Company, Inc. 


National Representative 
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ADVERTISING AGE 


August 3, 1942 


Petrillo Refuses 
to Abandon His 


Recording Ban 


MBS Band Pickups 
Stopped by Latest 
Union Edict 


New York, July 31.— Accusing 
radio stations, recording companies 
and advertising agencies of “bring- 
ing pressure on Washington” against 
musicians, James C. Petrillo, AFM 
president, indicated last night that 
he would carry through his threat- 
ened ban on recordings, effective 
Aug. 1. He expressed resentment 
over any questioning of his mem- 
bership’s patriotism. 

Mr. Petrillo’s stand was disclosed 
in a letter to FCC Chairman James 
Lawrence Fly. “I repeat, we will 
make any recordings for the armed 
forces or any recordings requested 
by the President,” he wrote, “but 
we cannot make canned music for 
commercial industries which are 
getting rich while musicians walk 
the streets without jobs.” 


Earlier in the week, Elmer Davis, 
|director of the Office of War In- 
formation, appealed to Petrillo to 
“reconsider” his ultimatum on pa- 
triotic grounds, providing the 
union’s militant chief with a face- 
saving opportunity for postponing 
his recording ban for the duration. 

Mr. Davis’ letter was the third 


intervention by a government de- 
partment or bureau in the latest 
flare-up of relations between Mr. 


Petrillo and the broadcasting indus- 
| try. 

Last week Attorney General Bid- 
dle announced that he would 
authorize the filing of an injunction 
which would restrain the musicians’ 
union from enforcing its ban in the 
Federal district court of Northern 
Illinois at Chicago and Chairman 
Fly asked Mr. Petrillo and Niles 
Trammell, president of NBC, to sub- 
mit their respective versions of the 
| cancellation of the National High 
School Symphony broadcasts from 
Interlochen, Mich. 


Reminded of War Pledge 


Mr. Davis in his letter to the AFM 
|chieftain recalled the latter’s letter 
|of Dec. 27, 1941, pledging full coop- 
‘eration in “the fight for freedom.” 

“T am informed,” the OWI direc- 
tor wrote, “that if you enforce this 
‘edict three direct consequences will 
be the elimination of new electrical 


| 
| 


transcriptions for the use of radio 
stations, the elimination of new pop- 
ular records for so-called ‘juke 
boxes,’ and the elimination of new 
popular and classical records for 
home consumption. I am further 
informed that this move in all 
probability will lead to court fights, 
possible strikes, and definitely cur- 
tail musical service to the public in 
the critical months ahead—months 
which may well decide the fate of 
this country’s war effort. 


“Since several hundred _ small, 
independent stations which are 
cooperating wholeheartedly with 
the government in the war effort 


depend for their major sustenance 
on electrical transcriptions, your 
order may well force them out of 
business and thus seriously inter- 
fere with the communication of war 
information and messages vital to 
the public security. 

“Since, as you say yourself, 
‘music is today one of the finest 
media for maintaining high public 
morale,’ the elimination of records 
for use in restaurants, canteens and 
soda parlors where members of the 
armed forces go for recreation, and 
for use in factories where 
workers use juke-boxes for organ- 
ized recreation, can scarcely fail to 
have a negative effect on morale. 

“Therefore, on behalf of the peo- 
ple of the United States and on 


BOO inriihls 


TOO 


etching on that publication 


ad plate will make it print up like 


a 100% blackout. It will be... 


/ 


x 
LATE 


to do anything about it when the publication's 


gone to press. Trust the skill of this 


great organization and our experience of 40 years to 


avoid disappointments with the printed job. 


CONTACT 


JAHN & OLLIER ENGRAVING CO. 


Mokers of Fine Printing Plates + Artists * Photographers 


817 W. WASHINGTON BOULEVARD CHICAGO «+ TELEPHONE MONroe 7080 


war | 


behalf of the War Department, the 
|Navy Department, the Marine 
Corps, the Coast Guard, the Treas- 
ury Department, the Office of 
Civilian Defense, and the Office of 
War Information, I sincerely urge 
that you consider it your patriotic 
duty to stand by your pledge of 
Dec. 27, 1941, and withdraw your 
ultimatum of June 25, 1942. Sin- 
cerely, Elmer Davis, Director of War 
Information.” 

It was generally believed in radio 
and advertising circles that the 
combination of impending investi- 
gation by the FCC, impending court 
action by the Department of Justice, 
and the “open door” invitation to 
save face by lifting his ban on 
patriotic grounds would avert a 
crisis in broadcasting and spot radio 
advertising after July 31, when the 
AFM licenses of the recording com- 
panies expire. 

Network Difficulties Continue 


Mutual Broadcasting System was 
this week, for the second time in 
recent years, operating without the 
dance band remote pickups that 
have weighed so heavily in its audi- 
ence building, as the result of action 
by Mr. Petrillo. 

The union action banning pickups 


from MBS was taken Monday fol-| 


lowing a breakdown of negotiations 
between KFRC, San Francisco, and 
WARM, Scranton, and their respec- 
tive musicians’ locals. 

In the case of a local musicians’ 
|junion controversy with WSIX, 
|Nashville, this spring, Mutual 


stopped commercial and sustaining | 


service to the station rather 
undergo a general strike. 
BAND SQUABBLE SETTLED 
ON NBC STATIONS 

New York, July 30.—One sector 


than 


battle with radio and re- 
cording was quiet last night when 
New York dance bands returned to 
the air over NBC. 

The bands had been ordered to 
| cease broadcasting over the network 
until a dispute between KSTP and 
the St. Paul and Minneapolis AFM 
locals was settled. 


| sicians’ 


When the federation permitted 
the two locals to negotiate with 
KSTP independently, acceptable 


terms were reached with 
Paul local. 


contract has a year to run. 


the St. 


Merchandise Availability 


in Rural Areas Studied 

“Merchandise Availability in Utah,” 
a study of the accessibility of mer- 
chandise and retail prices in rural 
districts, by David E. Faville, Dix 
M. Jones and Richard B. Sonne of 
the graduaie school of business, 
Stanford University, has been pub- 
lished by the Stanford University 


Press. It sells for $3. 
The volume is a detailed study 
of four rural areas in Utah, based 


on comprehensive field work in the 
areas, and analyzing the shopping 
‘habits of the residents of the area, 
plus the factors that make for 
availability of such types of goods 
as groceries, clothing and variety 
items. Relative prices in the small 
|towns and bigger city control areas 
) are enumerated, as are the influ- 
jence of automobile ownership on 
purchasing habits, and such factors 
as economic status, occupation, dis- 
tance from shopping centers, etc. 


Fry Heads KBON 


Paul R. Fry, formerly promotional 
manager, has been named business 
| manager of KBON, Omaha, and Mrs. 
Marie Maher, who has been pro- 
gram director, has been named sta- 
tion director. 


‘Woods Becomes Treasurer 


D. C. Woods, formerly president 
of Rollins Hosiery Mills, Des Moines, 
has been elected treasurer of the 
Pennsylvania Rubber Company, 
Jeannette, Pa., succeeding G. G. 
Morrill, former secretary-treasurer 
who recently retired after 40 years’ 
service. 


Ad Manager Resigns 

Frank J. McNally has resigned as 
advertising manager of Our Army. 
He will cOntinue as national adver- 
tising representative of Leatherneck, 
U. S. Marine magazine, with head- 
quarters at 52 Vanderbilt avenue, 
New York. 


|of the American Federation of Mu- | 


The Minneapolis local’s | 


’ 


Parents’ Offers 
Guarantee Seal on 
Branded Products 


New York, July 31.—A new gua 
antee seal for products, in additi 
to the existing commendation se 
has been announced by Pare, 
Magazine. The new seal carri; 
the legend, “Refund or replacemen: 
guaranteed by Parents’ Magazine 
not as advertised therein.” T 
present commendation seal say 
“Studied and commended by Pa-- 
ents’ Magazine consumer serv 
bureau.” 

Before either seal is awarded, 
product study must be made by t 
magazine’s consumer service bu.- 
/eau, of which Mrs. Barbara D: 
Anderson is director. Testing 
done by the United States Testi:g 
|/Company under an annual retain 
| The “commended” seal has bern 
|in use by Parents’ since the summer 
of 1939, when that wording ws 
‘adopted to replace the word “ic- 
|cepted” which had previously a>- 
| peared on the shield. Parents’ his 
awarded seals for about 12 yeas, 
and the wording has been changed 
several times. . 

Manufacturers may apply for 
either or both of the seals for their 
products. Complete details about 
ithe two seals and rules and reguli- 
tions governing their use are em- 
bodied in a booklet, copies of which 
are available from Mrs. Anderson at 
52 Vanderbilt avenue, New York 


‘Toledo Times’ te 


Distribute ‘Parade’ 

The Toledo Sunday Times has 
contracted to distribute Parade in 
'the Toledo area beginning Oct. 4 

Addition of the Times gives 
Parade distribution with 15 Sunday 
newspapers. Parade’s Weekly, five- 
cent picture magazine making use 
of most of the Parade material, will 
be withdrawn from newsstand sales 
in Toledo before the Times begins 
distribution. 
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BALTIMORE 
| IS : 


- BOOMING 


In Baltimore | 
Consistently 
Reaches and | 
Influences 
the cream of your 
_ Sales potentials 


600 Kc. 


CBS basic since 19 


PAUL H. RAYMER C 


National Sales Representat 
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August 3, 1942 


ADVERTISING AGE 


Moving to extend the distribution of the 
nation’s top-ranking radio programs to 
smaller stations in smaller communities, 
the National Broadcasting Company an- 
nounces a plan which will permit adver- 
tisers to use the entire NBC network of 
125 stations at a substantial saving over 


current card rates. 


Effective August 1, 1942, a flat 10% discount 
will be allowed to advertisers who con- 
tract for the full NBC network of 125 
stations for 13 weeks or more. This is an 
over-riding discount, and applies after all 


other discounts and rebates. 


BC 
UNGES A 10% 
FULL-NETWORK 
DISCOUNT 


The new plan involves no rate-increase, nor 
does it penalize advertisers who do not wish 
to use the full network. It is simple in concept 
and operation and is being adopted at con- 
siderable cost to NBC in the earnest inten- 
tion of bringing the informative and 
morale-stimulating benefits of outstanding 
commercial radio programs to the less pop- 
ulous sections of the country. The plan will 
enable many advertisers to expand their 
coverage to new markets 
at a lower cost-per-thou- 


sand listeners. 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


“et = ap q ; aie i ete an = Wi i : By see vars ae Pe es ead ces ey Bh ‘se 
SES aie ‘ : : ‘ A a . iia tite. 
koe 
ie 
fF eC 9 . 
- . . 
a 
a eS 
ee an i 
ey a 
ee 
ae oie 
i , 
es: 
2 oe ov 
ihe? 
2 t i 
FR ss 
n 
_ 
S 
d 
Tr 
r ’ ie 
it ee Sal 
\- rie. 
; ¢ astiel 
n 
it eee 
n els 
. i 
es ; Bin 8 ats 
: ang ti 
li J a 5 a 
ve- “a 
use 4 : aS on 
vill J “Ship 
. eee 
les ee 
-_ Lie 
— 4 
7 *, 
J — 
Sats 
43 as 
ar 
+ 9 Bebe 
gia 
Se 
a5 ree 
oe 
ee z : or 
ek 
wae 
4 - 
ae 
= 
a 
ode *: ‘, + : 
ge ae. a 
ee ree i ay 
- > gail 7 me 
| 
2 
Ve 
a af! 
eee ‘ ae 
i ie ee ee sigh es De ee ; gala a) i i Fh cae AR es 8 pe ate) hae ae To soc 2 i Ake Ce ae Cae Pik Chee Ot ae eM: Se : So wet " Sade a ee eens 
eg ee ate ie PEMA Sey 8 mr * MS ee ade Oe a ae Seed ath Se ae oa ee? Bt ete. SEM mye, Mee ee Ops - vy Ser ry vee 
hte a "Sage Y aee peigs  Seee SR ae ey 4 Be OE EY = RT pee Re "ey ee, ay RS ee es Le ee aay me 7 ee sf 2 Bae oe rte sat : ae 5 pee / ae Sf 2S ee 
OP ate. co Pe. ee ey + Soe > Fe en Re i oe ee ets -. 7 % Pry. ie aha a * f Tee 5 on Ses eae? Ree : “i ae q {ete - Lv amck 9 = i NG : ere ry 
ida . es ON ey i ll oe ig it Se pa, iaseee Sees 5 3 ee, ; : ee Fe Pe iF aL, 2 ee 5 ee ee A . ero - Pie P63 2 hie + am = 
a ape Gir aeoe Be Sede be. tae by Ronee cel”) Goes | "aaa ee We ee MEPS ER oe gree sk oa Ber es = 4 ae” ok a eo ae 
Oa BP ik A ep es) ic a e a Nae ee < a tN or a > % - Fle iY a — * ; . f i. a ee om a 
—— ‘aes i Sg ao. ; ae eof (eS he <a or re oe oe 2. 2 a 2 2 im ies = Ae tee pe a eSB ae Ee 


ed 


10 


laa 
; 


ADVERTISING AGE 


August 3, 1942 


Must Keep Up 
Advertising, 
Gerhart Says 


Photo-Lithographers 


Told of Need to 
Maintain U. S. Markets 


Cleveland, July 28.—It is unpa- 
triotic not to use advertising now, 
since business is expected to pro- 
vide jobs and take up the slack after 
the war, Frank C. Gerhart, assistant | 
advertising manager, Champion 
Paper and Fibre Company, told 
delegates attending the 10th annual 
convention of the National Associa- 
tion of Photo-Lithographers at the 
Hollenden Hotel here last week. 

Speaking on the subject, “Is it 
Unpatriotic to Use Paper?” the 
Hamilton, O., executive said both | 
paper and advertising are necessary 
these days if industry intends to | 
provide families with the things | 
they want after years of goods star- | 
vation. “If we want people to go| 
on buying when the merchandise | 
becomes available, we have to keep | 
them sold on the need of these | 
things,” he declared. 

To criticize advertising for cre- | 
ating wants is to discredit ambition, | 
stifle hope and level us off with the | 
people who are forced to live on| 
rice and soup, he said. He pointed | 
to the fact that the government is} 
using every device of advertising to | 
sell the war bonds that help pay the | 
staggering war costs and to gather | 


| 


scrap materials vital to the war | 
effort. 

Warns of Casualties | 

E. D. Palmer, assistant chief, | 


printing and publishing branch, War | 
Production Board, Washington, said 
it was the recognized duty of the | 
WPB to maintain a virile civilian | 
economy consistent with the war) 


effort, but he indicated that heavy | 
casualties were to be expected in | 
industry. 
John L. Kronenberg, S. D. War- | 
ren Company, Boston, recalled that | 
as far as booklets, labels, etc., were | 
concerned, some large advertisers in | 
1941 stocked up for their 1942 needs | 
and that restrictions had caused | 
these supplies to last longer than | 
anticipated. However, these adver- | 
tisers will eventually be back in the | 
market, he said. Existing uncer-| 
tainties regarding classifications of | 
products are being dispelled gradu- | 
ally, he declared, and as soon as! 
advertisers know where they stand | 
they will be ready for printing | 
again. He urged aggressive selling | 
to the active brackets of industry. | 
The association president, A. G.| 
McCormick, Jr., of the McCormick- | 
Armstrong Company, Wichita, Kan., 
declared in his opening address that | 
the major task of winning the war} 
places all problems in the back-} 
ground. Three present-day issues | 
| 


GOOD PRINTING! 


© Intelligent service 


© Expert craftsmanship 


© Complete facilities 
© Lowest costs | 
@ Day and night production’ | 


Let's Get Acquainted 


Sterling Printing Corporation 
dda soatiiels octeamis 
325 W. Ohio St. Chicago, Ill. 


7 


confront every-day business, he 
said: keeping plants busy, supplying 
adequate manpower and_ tackling 


|the problem of plans for post-war 
| activities. 


Urgency of present-day 
problems caused the association to 
advance its convention dates up to 
the July 23-25 meeting. 

Anticipating that the group prob- 
ably was holding its last convention 
for the duration, members _re- 
elected all officers, headed by Mr. 
McCormick, to serve the association 
for the remainder of the war. 


Oldknow Named Manager 
Joseph Oldknow has been named 
sales promotion manager of Coch- 
rane Corporation, Philadelphia. Mr. 
Oldknow succeeds S. S. Distelhorst, 
who resigned to join the Army. 


\“Many of 


NBC Announces 
Full Network 


Incentive Plan 


New York, July 28.—The National 
Broadcasting Company today an- 
nounced a new discount plan de- 
signed to encourage distribution of 
its commercial program to all of its 
smaller affiliates, as forecast in the 
July 27 issue of ADVERTISING AGE. 

Under the new plan an over-all 
discount of 10 per cent will be given 
to all advertisers using the com- 
plete network of 125 affiliated sta- 
tions. 

In announcing the plan, Niles 
Trammell, president of NBC, stated, 
our leading advertisers 


are now using from 80 to 100 sta- 
tions, and it is our hope that the 
fine shows sponsored by these and 
other advertisers will now be made 
available to the remainder of the 
NBC network of 125 stations. 
“The discount plan is being intro- 
duced to encourage full use of the 
network by companies having na- 
tional distribution. Nevertheless, 
advertisers who use a smaller num- 
ber of stations because of limited 


tions on NBC. They are F. 


———; 


W 


Fitch Company, with 122; Brown & 
Williamson (Raleigh), 119; Gen, ral 


Foods (Jell-O), 114: 
Myers (Chesterfield), 110: 
American Tobacco (Lucky Str 
105. 


Liggett ¢ 


ike), 
(Discount moves of other ; 


works were reported in Apverti: ING 


AGE May 18, June 15 and July 27 


Bondex-War Bond Tie-u» 


Reardon 


Company, St. Louis. 


distribution will not be penalized by | maker of paint products, is adyey_ 
|tising its Bondex in a tie-up wih 
|U. S. war bonds in an adverti-.. 
/ment on the August cover of Ame». 


an increase in present rates.” 
Will Absorb Cost 


According to Mr. Trammell, the 
cost of the discount plan will be 
absorbed by NBC. 

At the present time five adver- 
tisers are using more than 100 sta- 


|reads, “To Protect Our Countr: 


'can Painter and Decorator. C 


Buy Bonds; To Protect Our Homes 


—Buy Bondex.” 


Anfenger Ad\ 


tising Agency, St. Louis, handles . 


account. 


10 


THE IRON AGE, stalwart 
metal-working industry. 

* 
HARDWARE AGE, encyclopedia 


hardware trade. 


of tt 


* 
DEPARTMENT STORE ECONOM!I 


in its field. Reaches more key 


ment store people than any othe: 


ness publication. 


° 
BOOT AND SHOE RECORDER, 


tative in the shoe business. 


The CHILTON GROUP 
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| Many Media fo 
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‘1 Carry National 
TW 


San Francisco, 


ine Week Copy 


July 30.— With 

copy breaking in_ business 
‘rs next month, the Wine Ad- 
ry Board will launch an all-in- 
ve advertising program for the 
m’s fourth annual observance 
National Wine Week, scheduled 
Jct. 11-18. An extensive list of 
tional magazines, newspapers, 


itdoor posters, cards, banners and 


dealer merchandising material 


will support the campaign. 

The schedule for the year’s big- 
gest wine merchandising event calls 
for advertisements in American 
Magazine, Collier’s, Cosmopolitan, 
Esquire, Harper’s Bazaar, House 
Beautiful, House & Garden, Liberty, 
Life, The New Yorker, Redbook, 
Script, Sunset Magazine, Town and 
Country, True Story, Vogue and 
Woman’s Home Companion. 

Nine business papers will be used 
in the general grocery field, 35 serv- 
ing the wine and liquor trade, and 
21 in the hotel and restaurant fields. 
Full-color pages are to be used in 
the weekly and monthly magazines 
and black-and-white ads in the 
others. 

Three hundred newspapers in im- 
portant consuming markets are 


slated to carry this year’s Wine 
Week promotion, and outdoor post- 
ers are planned for metropolitan 
cities. 

Use Varied Displays 


Display pieces produced by the 
Wine Advisory Board, including 
four-color store posters, cards and 
banners, are being distributed by 
dealer service representatives for 
the Wine Institute, San Francisco. 
The selling theme of the store poster 
this year is “Have Wine With Din- 
ner Tonight,” promoting the daily 
use of wine with meals. The poster 
shows tempting glasses of red table 
wine flanked by an appetizing meat 
dish. For point-of-sale usage or 
with large floor displays, an eye- 
catching counter card in patriotic 


red, white and blue carries the same 
message and includes a blank space 
for the dealer to mark in his own 
Wine Week specials. 

J. Walter Thompson Company, 
San Francisco, handles the account. 


Lamb Adds Rosount 


James G. Lamb Company, Phila- 
delphia, has been named agency for 
R. M. Hollingshead Corporation, 
Camden, N. J., manufacturer of 
Whiz auto polish and_ industrial 
and home cleaners and polishes. 


Joins Arthur Rosenberg 

David Steinfeld, textile designer 
and fashion creator, has _ joined 
Arthur Rosenberg Company, New 
York, as director of the agency's 
new fashion division. 


THE SELLER'S MARKET 


th vc 
THE 
assay 
a oft 
THE 
(IST, 6 OPT 
, depd profe 
hi u 
AUT 
utho TRIE 
and 


OMOTIVE and Aviation 


But beware the gay deceiver, the Seller's Market. 


and Out for No Good. 


Of course, you have something to sell. 


He flatters with flowers ... cajoles with candy... 
and drips his blandishments like honey: “You have nothing to sell; why advertise?” 
(There's chloroform on that one!) “Your plants are busy; what more do you want?” 


(There's a whiff of nitrous-oxide here!) It’s all so plausible, in a narcotic sort of way. 


He’s a wolf in shepherds’ plaid, 


Your good name and your good-will. 


Your determination to be in business, when the business of war is behind us. Put 


your advertising in those papers which are the natural mouthpieces of your business 


or profession. 


You have built well over the years. 


Protect it all now by advertising 


that will stand you well one day, like good seed dropped on fertile ground and tended 


vigilantly. 


One or more of the CHILTON GROUP of Essential Publications will keep your 


lamps trimmed and burning in the metal-working, hardware, shoe, department-store, 


jewelry, optical, automotive, aviation, or insurance field. Invest now for protection later. 


CHILTON COMPANY (Inc.), Philadelphia and New York. Branches in principal cities. 


JEWELERS’ CIRCULAR-KEYSTONE, 


ed and found indispensable. 
. 
)PTICAL JOURNAL and REVIEW of 


METRY, standard of the optometric 
sion and optical industry. 


e 
INDUS- 


technical authority in automotive 
rcraft plants. 


of Essential Publications 


MOTOR AGE, covering all automotive 


service and maintenance problems 


THE SPECTATOR PROPERTY 
ANCE REVIEW, modern in 
style of reporting. As useful as 
usual. 


INSUR- 


form and 


it is un- 


COMMERCIAL CAR JOURNAL, influenc- 
ing majority of fleet-operators and mem- 
bers of the truck trade. 


THE SPECTATOR AMERICAN REVIEW 
OF LIFE INSURANCE, most quoted in- 


surance publication 


* 
In addition, CHILTON COMPANY (Inc.) 


has an equal interest in Business Pub- 
lishers International Corp., publishing 
The American Automobile (Overseas 
Edition), El Automovil Americano, In- 
genieria Internacional and E] Farmaceu- 
tico. 


SOUND ADVICE. 
MOTHER KNOWS BEST | 


The Tale 


Two Fishes 


“and the wise 
little <>< fish 
traveled in the 
middle of the 
week and had a. ‘swhale 
of a qood trip- but the foolish 
little fish traveled on weekends 
and had a trip like he was a 
sardine.” | 


oa waren ant ad Tee MORAL IS FLAIR TRAWEL Oe Ole whee 


"BOSTON and MAINE 


fe tow Oo Gow’ & 
om ow 


The Boston and Maine Railroad humor- 

ously urges mid-week travel with large- 

space newspaper copy which, _ inci- 

dentally, in the box at the lower left 

advises consumers to fill coal bins now 
before winter shows up. 


Ted Bates Named 
Agency for Royal, 
Fleischmann Lines 


New York, July 28.—Appointment 
of Ted Bates, Inc., to direct adver- 
tising of five Standard Brands prod- 
ucts with billings estimated in the 
neighborhood of $1,500,000, effective 
Sept. 1, confirmed predictions of 
major upheavals in the food com- 
pany’s agency alignment reported in 
ADVERTISING AGE, July 20. 

Products assigned to the Bates 
organization in the shift are Royal 
gelatins, Royal puddings, Royal 
baking powder, Fleischmann’s gin 
and Fleischmann’s Preferred and 
Bond whiskies. 

The Royal products were for- 
merly placed through Sherman K. 
Ellis & Co. They are currently 
being advertised on the NBC “One 


Man’s Family” radio program 
through J. Walter Thompson Com- 
pany, which retains Standard 


Brands’ Chase & Sanborn coffee and 
Tender Leaf tea. Advertising for 
the Fleischmann Distilleries divi- 
sions was previously placed through 
L. H. Hartman, Ine. 

The Bates agency, beginning Aug. 
1, will also direct the account of 
Carter’s Little Liver Pills, esti- 
mated at $800,000 annual billing. 
(ADVERTISING AGE, July 27.) 


Foote Succeeds 
Masius with L & T 


Emmerson Foote, who joined Lord 
& Thomas as account executive on 
Lucky Strike in 1938, has been 
named executive vice-president of 
the agency in charge of its New 
York office. He succeeds L. M. 
Masius, who has resigned to be- 
come a major in the U. S. Army air 
forces. 

Entering advertising with the 
Leon Livingston agency in San 
Francisco in 1931, Mr. Foote was 
named a vice-president of Lord & 
Thomas in 1940, and a director early 
this year. 


95.1% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally high radio ownershiy 
bined vith the nation’s highest 
| ma ke 


tet capita spendalle miceone i 
VTIC a sure bet for RESULTS! 


Representotives: WEED & COMPANY 
Chicago, Detroit, Son Francisco 
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The new radio show of Swift & 
Co. will be devoted largely to assist- 
ing to present the problems of the 
food retailer to the public in a help- 
ful and constructive way. The cur- 
rent difficulties of retail merchants 
will be explained, both to obtain 
understanding and cooperation, and 
likewise to strengthen the morale 
of dealer organizations, which have 
had to bear the brunt of merchan- 
dising difficulties arising from war- 
time changes and restrictions. 

The idea is so good that we 
wonder that more manufacturers 
whose retailers are having their 
full share of current troubles are 
not laying more emphasis on this 
sort of promotion. Not only is it 
good material from the standpoint 
of building good will for the manu- 
facturer, but it is a needed form of 
cooperation with the vast army of 
retail merchants who are passing 
through the most difficult period in 
the history of American business. 

Though the food merchant has 
had his hands full handling sugar 
rationing and explaining shortages 
of coffee and tea, and those who are 
in the meat business have had to 
take care of the collection of house- 
hold fats and greases, retailers in 
other lines have been in even more 
difficult straits. As a matter of fact, 
the number of retail merchants is 
undergoing a marked shrinkage at 


‘able 
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Helping the Retailer 


present, not only in the automotive, 
petroleum and related lines, but in| 
many other divisions of distribution 
where reduced available stocks have 
forced merchants to seek other} 
means of livelihood. 

As wartime 


restrictions on pro- 
duction and distribution continue 
to grow, we may see an even 


sharper falling off in the number of | 
retail outlets in many fields. Those | 
who remain need and deserve the 
fullest help and cooperation it is in 
the power of their suppliers to ex-| 
tend to them. Many of them are| 
not too well financed, and the cur- 
rent emergency is putting a strain) 
on the resources of even the best. 

The distribution facilities repre- 
sented by the retailers of the coun- | 
try have been among the most valu-| 
assets of the thousands of 
manufacturers whose products are 


made available to consumers 
through their stores. The _ reha- 
bilitation of these facilities will 


prove, for many industries, a diffi- 
cult and expensive task in the post- 
war period. Hence the assistance 
rendered to retailers now by far- 
sighted manufacturers may be an 
important contribution to business 
prosperity a few years hence. 
“Those friends thou hast, and their 
adoption tried, 
Grapple them to thy soul with hoops | 
of steel.” 


Where Are the War Profiteers? 


Many of the arguments which 
have been presented in behalf of 
increased wages, as an offset to the 
obvious fact that the upward trend 
of compensation to labor is an im- 
portant contribution to the inflation 
spiral, have rested on the general 
statement that industry is making 
huge profits out of the war. The 
attitude of many of the leaders of 
labor organizations has been that 
since business is benefiting from 
the war, the workers are entitled to 
get theirs. 

Current earnings statements of the 
largest manufacturers of the coun- 
try, many of them holding sub- 
stantial contracts for the production 
of war requirements, are an elo- 
quent answer to these general state- 
ments. Net profits are down as 
compared with either peacetime or 
defense period figures, even without 
allowing for the huge increases in 
corporation taxes which are to be 
exacted. Thus it is evident that 
not only is business not enjoying 
excessive or unusual profits as the 
result of industrial activity due to 
the war, but that profits are sub- 


stantially less than have been re- 
corded under more normal condi- 
tions. 

Business has no desire to increase 
earnings through war _ production, 
but it might be kept in mind that 
while the share of labor in the na- 
tional income is rising, that of many 
shareholders who have depended 
upon dividends for a part of their 
current income will necessarily be 


greatly reduced. This is another 
reason why the trend toward infla- 
tion, to which continued increases 


in labor costs are making an impor- 
tant contribution, is unfair to a 
large section of the population. 
Many families are dependent in part 
at least on income from dividends, 
and they, along with holders of 
bonds and other types of securities, 
will receive less and will be taxed 
more on what they receive. 

All elements in living costs should 
be controlled. If labor leaders in- 
sist that their group must be given 
advances because industry is profit- 
ing from the war, the record is so 
clear that the argument will not 
stand even the most casual analysis. 
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“No! He's the stenographer. 


ae 


— Liberty 
I'm a welder." 


Ad-libbing 


War Copy 


“The Dodgeville Lines Goes Off 
was the headline of an ef- 
fective piece of copy which Illinois 
Central System ran in newspapers 
on or near the line the other day. It 
went on like this: 

“No bugle blows, no_ banner 
waves, but off to war just the same 
goes the Dodgeville district of the 
Illinois Central System. The next 
time its metals appear in the news 
they may be as _ tanks 
across a_ battlefield, 
scouring the 


“For this 57-mile line of the IIli- 
nois Central System between Red 
Oak, Ill., and Dodgeville, Wis., has 
been requisitioned for war use by 
the United States government acting 
through its Metals Reserve Corpora- 
Operations will cease Satur- 
day, July 25. 

“Promptly thereafter work will 
begin on salvaging materials for war 
use. There are some 9,000 tons of 
metal available in track and bridges 
alone. These would provide suf- 
ficient scrap for the making of more 
than 500 medium tanks, 36,000 
bombs of the largest size, 18,000 
pieces of small field artillery or sev- 
eral destroyers of the type so badly 
needed to convoy our transports 
and supply ships... 


“It would be futile and unneces- | 


sary to say that the Illinois Central 
is distressed or handicapped by the 
discontinuance of the Dodgeville 
line. 
times have been few and far be- 
tween; it has been a losing proposi- 
tion for many years, and we have 
been on record for a long time as 
advocating its discontinuance.” 


New Type Paper 

The Aircraft Times, a copy of 
which has just been sent to this 
department by Bob Bowen of 
Glasser-Gailey & Co., Los Angeles, 
is the first, and possibly the only 
example of a brand-new type of 
publication and advertising medium 
developed as a result of the war 
economy. It is a full-size news- 
paper in format, a weekly, appar- 
ently a giveaway, and in most re- 
spects no different from the type of 
neighborhood newspaper which 
flourishes throughout the land. 
Nevertheless, it is different, because 
it is “dedicated to workers and their 
families in the aircraft industry” 
and its editorial content is confined 
very largely to items of direct and 
specific interest to aircraft work- 
ers. It is published by the Valley 
News Corporation of Los Angeles, 
and is said to have about 125,000 
circulation. So far as this column 
knows, it is the only general publi- 
localized circulation 


charging | 
ships of war| 
seas for the enemy, | 
bombs bursting on Tokyo or Berlin. | 


The line’s customers in recent | 


|devoted primarily to workers in a 


particular industry. 


Store of Mystery 

We have commented heretofore 
that more unusua! advertising seems 
to crop up in the newspapers of Wis- 
consin than anywhere else, and now 
we find the hitherto sedate and not- 
at-all-screwy Kresge chain going in 


??MAYBE?? 


This ed may be « flop, « donation, « complete wash out. 
For eur port it is on experiment. By Mendey morning you 
may have forgotten ebout reading it. Anywey we will 
find evt. 


LADIES ONLY 


Monday we offer an item, 


on every dey need @ necessity, yet @ thing of beauty ond 
attractiveness. Neo, we will net tell you whet it is, but 


we will say thet it is being offered et en unheerd of low 
price. In fect the savings will pey yew te meke @ special 
trip down town. 


So here it is ladies, 


(even the price is a secret) 


2(?) Each 


for a mystery advertisement in 
Manitowoc, which not only fails to 
reveal the price of the product on 
sale, but also fails to reveal the 
product itself. 
Kresge copy says, “may be a flop, a 


donation, a complete washout.” Or, 


Information 
for 
Advertisers 


—— 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throuch 
ADVERTISING AGE, by any national] 
advertiser or advertising agency 
executive writing on his business 
_ letterhead. 


No. 2020. Capt. Tim Healy’s Stamp 
Club. 


The popularity of stamp collect- 

ing as a hobby among all age grouns 
is shown in this brochure, issued by 
Radio Station WHN, which is about 
|Capt. Tim Healy’s stamp club pro- 
gram. The captain’s background 
and radio personality are described, 
with facts about the program’s cost 
and merchandising possibilities and 
a record of some successful users of 
the show. 


|No. 2021. Calling All Fact Detecc- 
tive Story Fans. 

Sgt. O’Space Buyer sleuths 
through the pages of this brochure, 
issued by Fawcett Men’s Group, 
/looking for clues in the fact detec- 
| tive story field. In the course of 
his grilling he turns up a lot of facts 
/on this man’s market — number of 
readers, their occupations, spending 
_ability—for the field and for Faw- 
cett Men’s Group in particular. 


No. 2022. Facts About KFBI. 

Radio Station KFBI, Wichita, has 
issued this file folder, which con- 
tains loose-leaf data sheets includ- 
ing facts about the station, its cover- 
lage, facilities, mail response and 
services, with data on market condi- 
tions of the area. 


No. 2023. Wartime Conservation in 
| the Office. 

| Policyholders Service Bureau of 
the Metropolitan Life Insurance 
Company has issued this report 
showing what several organizations 
have done to inaugurate and pro- 
mote campaigns against waste in the 
office. Examples are given of the 
three general approaches’ which 
were found to have been used, and 
types of publicity employed are 
illustrated. 


No. 1966. As Certain as Sunday. 


The firmly-rooted habit of Sun- 
day comic section reading among 
adults as well as children, and the 
certainty of assimilation of an 
advertising message in this medium 
are brought out in this folder issued 
by Metropolitan Sunday News- 
papers, Inc. The facilities of the 
Metropolitan Group are outlined, 
with figures on coverage and comic 
section readership. 


No. 1956. 
Data. 


Radio Station WSGN has issued 
this market study of northern Ala- 
bama and the city of Birmingham. 
A county breakdown of market 
statistics is provided, with maps of 
coverage areas. 


Circulation and Market 


No. 1971. The Memphis Trade 
Area. 
Memphis Publishing Company, 


publisher of the Commercial Appeal 


This ad, as the and Memphis Press-Scimitar, has 


jissued this new map, which incor- 
porates sections of the four states 


it may pique the ladies’ curiosity making up the Memphis trade area. 
and prove an exceptionally good| A table provides figures on retail 


puller. But we don’t recommend 
the technique for everyday use. 


Jottings 


The series of advertisements cur- 
rently appearing in the Cleveland 
Dealer which dramatizes the 
of continued ad- 


Plain 


vital importance 


‘sales, population and newspaper 
coverage of counties and towns over 
2,500 in the market. 


No. 2016. Newsweek —a Major 
Force in American Business and 
Industry. 


Facts about Newsweek—its back- 


vertising to the future of our na- | ground, editorial purpose, reader in 


tional economy strikes us as very 


well done. 


Stashower. . . 


If you have just tried to get your | graphs 
weekly gas ration from 34 dry gas trends, 


terest and a wealth of other ma- 


We understand they’re terial are compiled in this new bro- 
being turned out by Lang, Fisher & | chure. 


The circulation - readership 
study is carried out in detail, wit 
showing circulation <a!M, 
and growth comparisons 


pumps, perhaps you will be inter- Letters from readers and a circul@ 
ested in entering the contest which tion analysis by business classific® 


High Speed Oil Company of Racine, 


tions point to Newsweek's penetr@ 


Wis., has just announced. The prin- | tion of the business and ind’ strial 


cipal prize is 1,000 gallons of gas. . 


setup and the Washington scene. 
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ADVERTISING AGE 


Coca-Cola Wins 
High Court Review 


in Action on Nehi 


Hits Labeling of 

Cola’ Generic Term; 
Gets Writ of Error 
Wilmington, Del., July 28.—Con-| 


sideration of the legal status of the 
word “cola” passed into the hands 


}manager of the paper. 


| recognize that the best test of actual 
confusion resulting among consum- 
ers was presented through testi- 
'mony of 13 Wilmington witnesses 
|who confirmed this point in Coca- 
Cola’s behalf. 

A number of technical points of 
| law were also cited by Coca-Cola 
}in requesting the writ of error. 


. : ’ 
Buy ‘St. Augustine Record 
The Record, St. Augustine, Fla., 
‘has been purchased by a group of 
— men of that city, headed by 
. H. Thebault, formerly business 
Ht I. of the paper. Mr. The- 
|bault will be president and business 
Miss Nina 
| Hawkins will continue as editor, and 


of the Delaware supreme court here W. W. Wilson as advertising man- 


week, 
was granted a writ of error 


this 
pany 
foll 
in favor of Nehi Corporation, 
which the soft drink title was 
labeled a “generic term.” Details 


of Chancellor W. W. Harrington’s | 


wing a chancery court decision | 


in | 


ruling were reported in ADVERTISING | 


Ace, March 30. 

In requesting issuance of the writ 
Coca-Cola attorneys submitted a 
lengthy brief as a basis for the 
higher court’s study of the case. All 
physical and documentary exhibits 


presented during the course of the | 


hearings, which extended over an 


| 


18-month period, were ordered for- | 
warded to the state supreme court | 


in Dover. 
Coca-Cola Company sought to 
enjoin Nehi from using the “cola” 


tag on labels and in advertising 
for Royal Crown Cola, R. C. Cola, 


Nehi Cola and Par-T-Pak Cola. 
Cities 1923 Agreement 


One of the contentions submitted 


by Coca-Cola attorneys, 
ured in the 
was the charge that the court of 
chancery had erred in failing to 
take into consideration an agree- 
ment dated Oct. 30, 1923, whereby 
Chero-Cola Company, a predecessor 
of Nehi Company, was barred from 
using the term “cola” 
name or in behalf of its products. 

Coca-Cola also contended 


which fig- 


as part of its| 


that | 


issuance of the writ, | 


| 


Nehi was engaged in unfair compe- | 


titior 


ers by 


nd was misleading consum- | 

using a “substantial and 
characteristic part of the complain- 
ant’s trademark” upon a_ beverage 
that imitated Coca-Cola in taste and 
color. These practices, Coca-Cola 
alleged, enabled dealers to pass off 
to consumers other products 
Coca-Cola beverages. 

The application for the writ of 
error said that about 1,000 instances 
of such misrepresentation had been 
detected in and around Wilmington 
while the case was going on in 
chancery court. Added confusion 
resulted, Coca-Cola charged, from 
Royal Crown Cola’s alleged imita- 
tion of Coca-Cola advertising pro- 
grams. 

The court of chancery also erred, 
Coca-Cola went on, in failing to 


as 


Availabilities | on 


LOUIS’ great multi- 
nsored variety pro- 

m with fifty-six weeks | 
continuous top audi-— 


when Coca-Cola Com-| ager. 


Lux, Winchell 
Take Top Places 
in Hooper Ratings 


New York, July 28.—Lux Radio 
Theater headed the July 15 Hooper 
national program ratings (coinci- 
dental), with a rating of 19.7. 

Other leaders were Walter Win- 
chell, 16.3; Mr. District Attorney, 
15.9; Kay Kyser, 15.4; Post Toasties 
Time, 15.2; Rudy Vallee, 13.3; Kraft 
Music Hall, 12.6; Hit Parade, 12.3; 
Take It or Leave It, 12.2; Informa- 
tion Please, 11.7; Texaco Star Thea- 
ter, 11.1; Tums Treasure Chest, 
10.8; Gay Nineties Revue, 10.8; One 
Man’s Family, 10.7, and Lady Esther 


Serenade, 10.2. 

The “continuous radio use” index 
dropped 3 points from the June 30 
report to 22, a gain of 3.2 over the 
previous year. The “network pro- 
gram audience index” dropped 1.1 
points from June 30 to 7.6, a gain 
of 1.5 from last year. 

Of the 84 evening programs rated 
in the report, 54 showed losses of 
audience from the previous report, 
27 showed gains and three were 
unchanged. 


Army Contract to Rollins 
Rollins Hosiery Mills, Des Moines, 
Ia., has been awarded a contract for 


52,800 pairs of mercerized cotton 
hosiery for use of the women’s 
Army Auxiliary Corps, Fort Des 
Moines. 


Becomes Bi-Monthly 

“The Pontiac Warrior,” wartime 
edition of Pontiac Motor’s employe 
publication, will be issued twice 
monthly beginning with the August 
edition. Since its inception as a 
monthly publication in four colors, 
“The Warrior’ has gone to all Pon- 
tiac employes, to the Pontiac field 
organization, and to nearly 1,000 
Pontiac employes in the armed 
services. 


Fruehauf Releases Film 


The advertising department of the 
Fruehauf Trailer Company has just 
released a new _ sound -slidefilm, 
“The Man Behind the Wheel,” de- 
signed to assist in the training of 
newly-hired truck-trailer drivers 
and to improve the standard of ex- 
perienced drivers. 


Typical Portland 
home offered by 
McGuire. And a 
typical value 

at $5250. 


@ Portland’s Frank L. McGuire organization, which 
specializes in home selling, has just completed the 
most successful campaign in its 33-year history by 
selling more than 1,000 homes in the first six months 
of this year. This, we are informed, is a national 


sales record. 


This remarkable record proves, first of all, that 
business is exceptionally good in this market. 
no wonder—with lumber mills, aluminum plants, pulp 
and paper mills and other basic industries working 
night and day. Biggest industrial news of all, is that 
150,000 men are to be employed in shipyards in this 


area by the end of this year. 


The McGuire record also proves that The Ore- 
gonian, with its area-wide coverage, reaches and 
influences the buying element in our population. 


And 


PORTLAND REAL 


ESTATE BROKER 
ESTABLISHES 
NATIONAL RECORD 


... with the help of 


Oregonian Advertising! 


Scene in the busy McGuire salesroom 


THE GREAT NEWSPAPER OF THE WEST 


THE OREGONIAN 


"More than a city news paper—a tradition in the Northwest and a part of the life of the region.” 


McGuire has always been predominantly an Oregonian advertiser. 


When advertising in Portland, do as successful advertisers do 
... use The Oregonian. 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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Treasury Praises 
Pittsburgh’s War 
Bond Campaign 


Pittsburgh, July 30.—The Treas- 
ury Department gave special praise 


this week to the large-scale, con- 
tinuing advertising campaign pro- 


moting the sale of war bonds, which 
is running in the three local daily 
newspapers with business, industry 
and labor as its joint sponsors. 
Through Allan F. Clark, deputy 
administrator of the Treasury’s War 
Savings Staff, the Treasury com- 
mended support of the drive under- 
taken by the Allegheny County War 
Bond Committee with the aid of ad- 
men, leading businessmen and labor 
leaders. These men and concerns, 
said Mr. Clark, should be given 
public recognition for “generously 
backing us and our efforts with their 
dollars in this vitally - important 
task of selling the idea of bond buy- 
ing to the public.” 
The campaign 


was developed 


after thorough study and a series of 
meetings by a committee represent- 
ing the Pittsburgh advertising fra- 
ternity. William S. Walker, of 
Walker & Downing, who is chair- 
man of the county committee, ap- 
pointed the following group of ad- 
vertising executives to supervise the 
program: Albert P. Hill, president 
of Albert P. Hill Company; George 


Ketchum, president of Ketchum, 
MacLeod & Grove; Leon Hansen, 
vice-president in charge of the 


Pittsburgh office of Batten, Barton, 
Durstine & Osborn; Harold 5S. 
Downing, Walker & Downing; and 
Vinton McClure, president of W. S. 
Hill Company. 

The complete cost of the campaign 
is being underwritten by local in- 
dustry, business, labor and associa- 
tions. Pittsburgh dailies set a spe- 
cially low rate for the special 
advertising and furnished the com- 
mittee with salesmen. Engravers, 
art studios and compositors are con- 
tributing their services free of 
charge or at actual cost. Each ad- 
vertising agency furnished a copy 


and layout man, cost free, to the 


committee for the preparation of 
the advertisements. 


The opening ad, sponsored by the 


Western Pennsylvania Brewers’ As- | 


sociation, was a full page in two 
colors which ran early in June. 
Since then, 1,000-line messages have 
appeared every week in each of the 
three newspapers and are to con- 
tinue indefinitely. 


Williams to ‘Mademoiselle’ | 


Fred C. Williams, assistant adver- 
tising manager 
Nash-Kelvinator 


Corporation, has 


resigned to become Western adver- | 


tising manager for Mademoiselle, 


with offices at 230 N. Michigan ave- | 


nue, Chicago. 


Rug Account to Moss 


Quaker Maid Mills, Philadelphia, | 


has appointed Moss Associates, New 
York, to direct advertising for its 
Ripple Twist rugs. A national cam- 
paign using business papers and 
consumer magazines, beginning with 


a one-fourth page in the September 


House Beautiful, is being planned. 


Where the 


* 


Riveting Hammers 
Merges With the 
Whir of Harvesters 


Roar of 


“Something new has been added” — 
HUGE INDUSTRIAL PAYROLLS—to 


the WOW-Land Market. 


Now WOW-Land is anembryonic Pitts- 
burgh — plus The Breadbasket of the 
World — all in one chunk. 


Your WOW-Land customers now in- 
clude both the lowa farmer who’s raising 
$14.00 hogs, and the Omaha workman 
who’s building bombers for $14.00 a day 


in wages. 


Huge multi-million-dollar plants have 
sprung up in WOW-Land. These are ex- 
actly what WOW-Land has needed to 


The Only NBC Station in Nebraska 


590 


Kilocyeles > 


BALANCE the Great Plains market. In 
happier years to come these huge plants 


will convert raw materials from WOW- 


Land farms to consumer goods. The goal 
of Farm Chemurgy is in sight! 


Now is the time to invest advertising 


stations. 


dollars in WOW-Land—both for the im- 
mediate return—and with an eye to the 
future. You'll reap a rich harvest in the 
276 counties covered by WOW alone at 
a cost less than any combination of 
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COMPANY NAME UNDERGOES CHANGE 


“seteut TO THE Last Ince” 


me 


HYGRADE SYLVANIA 


CORPORATION 


Salem Musssete hasetts 


ot Lampe, Freturn aad A 


Swlrwewce Kade Tarte 


The shift to eventual use of the brand name Sylvania for all products of Hygrade 
Sylvania Corp. is reflected in these two signatures for advertisements in The 


Saturday Evening Post. Eventually the 


company is to be known as Sylvania 


Products, Inc. 


Hygrade Sylvania 


Swings fo Single 
Name for Products 


Salem, Mass., July 29.—To end 
confusion over the real name of the 
company and .ifs’ various products, 
Hygrade Sylvania Corporation re- 
vealed this week that it will soon 
adopt the brand name Sylvania for 
all products and, with the antici- 
pated approval of stockholders, will 
also change its corporate name to 
Sylvania Products, Inc. 

The company, which has been 
known to the trade as the Hygrade 
Company, Sylvania Company and 
the Miralume Company, manufac- 
tures Sylvania radio tubes and Hy- 


grade incandescent lamp bulbs, 
fluorescent lamps, fixtures and 
equipment. It operates factories in 
Massachusetts and Pennsylvania 
and also maintains offices in New 
York. 

In selecting Sylvania for its sin- 
‘gle brand name, the company 


pointed out, it will retain the pres- 
tige of a recognized name that has 
figured in the radio tube field since 
1924, when 


the tubes first were 
manufactured. Sylvania incandes- 
cent lamps—manufactured under 


the Nilco brand from 1905 to 1930— 
took over the brand name Hygrade 
following consolidation of Sylvania 
Products Company and Hygrade 
Lamp Company into the present 
concern. Hygrade lamps have been 
marketed continuously since 1913. 
Hygrade fluorescent lamps, fixtures 
and equipment were developed 
more recently in the Massachusetts 
plants and hold an important place 
in both the home lighting and indus- 
trial and commercial lighting fields. 

Advantages of marketing all com- 
pany products under one brand 
name are obvious and the entire 
sales effort, both now and in the 
after-war period of growth which 
the company anticipates, will be 
devoted to building prestige and 
consumer acceptance for the single 
name. The company advertises 
extensively to the trade and in 
national media, and employs pub- 
licity, dealer helps and window dis- 
plays. 

In a series of full-color pages in 


The Saturday Evening Post, the 
company has already started its 
drive to acquaint the public with 


the shift to emphasis on the Syl- 
vania name. The ads are to be 
continued during the remainder of 
1942. Fluorescent lamps featured in 
the latest copy are referred 
Hygrade Sylvania lighting fixtures. 
In the company signature, Sylvania 
is featured in large type with the 
Hygrade retained but only in much 
smaller type. Eventually the latter 
will be dropped entirely. 


‘ ‘ 
oO as 


N. C. Keeps Promotion 


The advertising and sales promo- 
tion program of the advertising and 
industries committee of the North 
Carolina State Board of Conserva- 
tion and Development will continue 
in spite of war conditions, tire re- 
strictions and gasoline rationing. 
Emphasis will be shifted from at- 
tracting tourist trade to the state's 
igricultural resources and indus- 
trial opportunities. 


| board 


| Company; 


Koppitz Elects Directors; 


Names Hicks President 


Koppitz-Melchers, Detroit brew +, 
has elected the following to ‘ ¢ 
of directors: L. P. Hic s, 
Livingstone - Porter - Hicks; E. A. 
Houvener, Millenbach Motor Sal: s; 
A. W. Taylor, Packard Motor C ir 
and E. Henris, Wayne 
County circuit court. Fred Auch, 
Earl Graef and B. A. Koppitz were 


‘re-elected. 


New officers of the company «re 
Mr. Hicks, president; Mr. Houvenvr, 
treasurer; Mr. Taylor, secretary; 
and F. P. Goettman, vice-president. 


Roma Sponsors Newscast 


Roma Wine Comany launched a 
Monday through Friday, 6:15-6:30 
p. m., newcast on the Don Lee Net- 
work July 27. McCann-Erickson, 
San Francisco, placed the program 
which will be carried on 16 Cali- 
fornia stations. 


Petersen to Board 


T. S. Petersen, general manager 
of sales, marketing department, 
Standard Oil Company of Cali- 
fornia, San Francisco, has_ been 
‘elected to the board of directors of 
the company. 


HIGHEST 
EVER! 


When we made our Pub- 


lisher's Statement to the 
Audit Bureau of Circulations 
for the first six months of 


1942, the figures were the 
highest ever. The monthly 
average net paid circulation 
stood at 


673,084 


And that's not all the story. 
In twelve states with almost 
two-thirds of total contracts 
let for war production, the 
rate of growth, since 1940 
had been fifty per cent faster 
than for the rest of the nation. 

Circulation is increasing by 
thousands industrial re- 
gions, where men are earning 
peak incomes. Through Popv- 
lar Mechanics, with one pace 
or twelve, you can reac 
these prospering war workers 
at less than $1.30 a page pr 
thousand. 

That's worth rememberir 3 
when you make up your net 
schedule for goods men bv). 


POPULAR 
MECHANICS 
MAGAZIN 


200 E. Ontario St. 
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denen in the 


ant in the infantry. He is now missioned a major in the Army and Planters Nut and Chocolate Com- 

training school at Fort Benning, Ga. assigned to the 83rd division at assigned to Ft. Preble, Portland, pany, Wilkes-Barre. Pa.. is sponsor- 

Armed Forces Edmund T. Lucas has been Camp Atterbury, Ind. Me. , , ing Gerhard Schacher, news analyst, 
granted a leave of absence as copy-| Gerhard Becker has received a _ Three members of the W IOD, and Donald McGibney, war news 

| writer for Aitkin-Kynett, Philadel- leave of absence as sales promotion Miami, Fla., staff are now with the ace, in a series of broadcasts over 

Gerold M. Lauck, Jr., will enter! phia, to accept a commission as manager of Art Gravure Corpora- armed services. Brad Ansley, for- WBBM, Chicago. Mr. Schacher 
the Army air forces as a cadet this lieutenant (j.g.), in the Navy. tion, Cleveland, to accept a commis- merly news editor of WIOD, has|may be heard on Sundays from 


mor th. He was recently transferred 
fron. the New York to the Phila- 
delphia office of N. W. Ayer & Son. 


has been commissioned a_ second 


' . . . > : 
lieutenant after completing officers 


Charles A. White, Jr., vice-presi- 
dent of Earle A. Buckley, Inc., 
Philadelphia, has resigned to join 


8 and commissioned a 2nd lieuten- 


sion as lieutenant 
Naval reserve. 
training at the 


(j.g.), in the 
He is reporting for 
Cambridge, Mass., 


Waterbury Company, has been com- 


been commissioned as an ensign in 
the Navy, and Charles Dudley, for- 
merly in the program department, 


Walter L. Rubens, member of the the Army. Naval Training Station. has also been commissioned as an 
firm of Vanderbie & Rubens, Chi-| Charles Vanda, CBS Western Harold F. Walker, space salesman ensign. Both officers were ordered 
cago agency, has enlisted in the director of programs, has been for Station WSAI, Cincinnati, has to report to Dartmouth College, 


Arn y air forces, reporting to duty 
July 28. Agency operations will be 


con’ nued under the direction of services branch. Mr. Vanda _ has reporting to Miami, Fla. of the station’s sales staff, is now July 25 issuel Four July - 

Mr. Vanderbie. recently been in New York direct- John L. Forbes, office manager of Stationed at Ft. Bragg, N. C., with sues up 44% over July ‘4l 
Robert G. Jennings, manager of|ing and producing war programs W. A. Krueger Company, Milwau- the field artillery. issues! Advertisers appraise 

the adio department of H. W. Kas- for CBS. kee mail advertising company, has aE BW as most USEFUL! 

tor & Sons Advertising Company,| Sherman P. Voorhees, Eastern ad-| been commissioned an ensign in the Barnard to WPB 

Chicago, has resigned to enter the vertising manager of Army & Navy Naval reserve and will leave for W. W. Barnard, formerly with 

armed services. He will be suc- | Journal, has been granted a leave Boston, Mass., early in August for Wesco Waterpaints, East Boston, is 

ceeded by Edward Aleshire, who! of absence to accept a commission active duty. serving as senior technical specialist 


has been a member of the agency’s 
executive staff. Benjamin J. Green, 
who has been production director, 


has been advanced to the post of | 


assistant manager of the radio de- 
part nent. 

C. Cabanne Link, publicity direc- 
tor of KMOX, St. Louis, has been 


commissioned a captain in the 
Army and assigned to the special 


as captain in the Army air forces. 
Thomas M. Pirsel, on the adver- 
| tising staff of Glamour, has resigned 
to go on active duty with the Navy 
as lieutenant. 
Thomas C. Roberts, former pub- 
\licity secretary of the Springfield, 


lieutenant 
forces and is 


been commissioned a 
with the Army air 


Joseph H. Allen, Jr., space sales- 
man in the Midwest for Wholesaler’s 
Salesman, has been commissioned 
an ensign in the Navy and reported 
for duty July 27. 

Jerry Cohen, manager of the art 
department of Bo Bernstein & Co., 


Hanover, N. H., for a_ training 
course. Pvt. Ray Vallen, formerly 


of the new aqueous coatings unit, 
protective coatings section, chemical 
branch of the War Production 
Board. 


Radio Dept. Added 


Blumberg & Clarich Advertising 


Schacher for Planters 


12:45 to 1:00 p. m., CWT, and Mr. 
McGibney on Tuesdays and Thurs- 
days, 5:00 to 5:15 p. m., CWT. 


More advertising than in any 
week in BW history — see 


\. |Mass., Chamber of Commerce and Providence, R. I., agency, has been Agency, New York, has named Cy 
; inducted into the Army and is tem-| prior to that with Albert Frank- granted leave of absence to join the a eA a i: Ne" ly 
ir porarily stationed at Jefferson Bar-| Gyenther Law. Inc.. New York, was Army. a a e bade 10 epartme nt. I ir. i ow- 
» ’ . man has been handling the radio ac- 
% racks, Mo. | graduated from the officers’ candi- Charles S. Davis, formerly gen- counts in New York and Baltimore 
e Capt. Henry Fair Doty, formerly | date school at Ft. Benning, Ga., July eral sales manager of Ingersoll- since 1935. 

Chicago manager for Small, Brewer | 
e and Kent, Inc., newspaper represen- 
r, tative organization, has been ad-| 
vy: vanced to the rank of major. He is 
it. aide and operations officer to Brig. | 

Gen. Stuart at the anti-aircraft 
st center at Fort Sheridan, III. 


(Eaooste a They seldom come back 
10 ship secretary of the Adcraft Club a e e 


et- of Detroit and news editor of the 
on, “Adcrafter,”’ has been commissioned 
am a lieutenant (j.g.) in the Navy. 


“ Earle D. Bottom, formerly assist- 
ant sales manager in charge of | 


advertising for Ford Motor Com- 

pany, is now a lieutenant colonel in 
ger the Army motor transport service. | 
ont. Thomas Nason, assistant produc- | 
ali- tion manager of Erwin, Wasey & | 
" Co., San Francisco, has been com- | 
, UO 


missioned an ensign in the Navy and 
ordered to Chicago for training. 


— Andrew F. Warren, president of 
— Carbona Products Company, has 

been given a leave of absence to 
. accept a commission in the Army. 


Ralph N. Ives of the advertising 
department of Traffic World, Chi- 
cago, is now an aviation cadet at 
Lowry Field, Denver. He is study- | 
ing photography in the air corps | 
technical school. 

i E. J. Novak of Display Arts, Inc., 


* Chicago, has been commissioned a 
captain in the military police, and | 

1S has reported for duty at Fort Ogle- | 

yf thorpe, Ga. He saw _ service in 

e World War I in Siberia and the 

ly Philippines. 
Leslie S. Pearl, vice-president and 

m copy chief of Batten, Barton, Dur- 
stine & Osborn, New York, has 
eceived a commission as major in 
the Army and has been assigned to) 
the office of chief of special services 
n Washington. 
George Lavenson, formerly with 
the Lavenson Bureau, Philadelphia, 

ry: a 

>st 7 

cts ; 

‘he 

40 

ter 

on 


Axy ex-champion will tell you an 
attempted come-back is far more 


shattering K. O. with advertising! 


*  H Collins, Miller & Hutchings 


ing INC 


Maintaining prestige and good 


difficult and costly than the defense — wil] for products temporarily off the 


a of a title. A champ, aed eclipsed, market is a job the printed word can 
ach seldom, if ever, regains his title. do and is doing economically. A 
cers g Many manufacturers have learnt few suggestions for this purpose are 
per this lesson, too! They know that if listed in the panel on this page. 

Phot : : Chica 0 a product's reputation is blacked out For some lines, a mailing at regular 
ring 0 engravers In g . if once a brand name’s prestige intervals of only a few thousand 
ne xt is lost, it is next to impossible to folders based on any of these sub- 
DI 


0) North Michigan Avenue 


regain. Therefore, to protect their 
own interests, to protect investors, 
and to aid in assuring continuation 
of the American economic structure, 
far-sighted executives guard their 


jects will suffice to maintain business 
identity; for others, publication ad- 
vertising is required. Whichever the 
case may be, protect and strengthen 
your identity—/et there be no K. O. of 


champion’s name against an all- 


KIMBERLY-CLARK 


your good name! 


CORPORATION ~-+ 


Manufacturers * Established 1872 
CHICAGO: 8 S. Michigan Ave. + 


Neenah, Wisconsin 


Franklin 5854 


NEW YORK: 122 E. 42nd St. * 


LOS ANGELES: 510 W. 6th St. 


"TRADE MARK 
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Because it poy sp 
people in every Me 
suburb of Chicas giPune: 
total circulation FR agec 
net paid on’ eek eth. 

This was 530.1MRlda 


The Tribune’s lead in total advertising expenditures over the 
next Chicago newspaper increased from 144% in the first half 
of 1941 to a lead of 150% in the like period this year 


CHARTED HERE is timely testimony which you may 
examine with profit if you want maximum returns from 
your promotion funds in the Chicago market. 

Merchants, manufacturers and the general public 
during the first half of 1942 placed in the Tribune 48% 
of their total expenditures for advertising in Chicago 
newspapers. 

This was more than they placed in any three other 
Chicago newspapers combined. 


hey increased the Tribune's lead over the next Chicago 
newspaper from 144% in the first half of 1941 to a lead of 
150% in the like period this year—-the highest percent- 
age of lead for any similar half- vear period in history. 
Here is a fresh appraisal of the relative pulling power 
of Chicago newspapers under today’s new conditions. 
It reaffirms decisively that the editorial qualities which 
build deepest interest among readers produce the best 
returns for advertisers. 
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Utd it city 


papers Combined! 


* Percentages of advertising 
expenditures placed by 
DEPARTMENT STORES in 


Chicago newspapers 


dvag Expenditures 
gofspapers 
NTH 2 


FIRST 6 MONTHS 
OF 1942 


51.5% 18.9% 13.6% 10.1% 5.9% 
CHICAGO PAPER B PAPER C PAPER D PAPER E 
TRIBUNE 


With §1.5°¢ of the total, the Tribune received 
more of the advertising expenditures of Chicago 
department stores during the first half of this nn vbaiadta 
vear than all other Chicago newspapers com 


bined. The Tribune's lead over the next Chicago iy 
newspaper was increased from 151°) during the ie 
first half of last year to a lead of 1726 in the = 
similar period this year the highest percentage ee 


of lead for any like half-year period in history 


* Percentages of advertising 


int expenditures placed by oo 
j | ST ee . re 
Tittittinnittt WANT ADVERTISERS in - ‘ 
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Te GO Chicago newspapers | 
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ititiit bitiititt 
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-very “0 every neighborhood and day newspaper and 425,000 more than the third Chicago TRIBUNE a" 
C hicagg@une during June delivered a Sunday newspaper. No other kind of advertising is called upon Ain 
— © : ‘ ‘ ; : day after day to prove its worth to so many - 
Jariot aged in excess of 1,000,000 When you can have more, why take less? To get “Op different individuals and firms keenly alert to  - 
weekoethan 1,100,000 on Sundays. returns from your promotion funds in Chicago, build results as is want advertising. Spending their wes 
0 al daile -: . ; ? a : . » Rates per 100.000 money for direct, immediate returns, want ad 
5 530, ' daily circulation than any your program around the Tribune R ites pe ] acess desing the teak the teonda of taekadeead 
cago “apréper delivered—and more circulation are among the lowest in America. in the Tribune 66.9% of their expenditures for 
0 oth ily newspapers combined advertising in Chicago newspapers. This was 
m ie : ; more than twice as much as they placed in all a 
jays, ¢ ces ed 300,000 more total ~ * other Chicago newspapers combined. They in . 
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New Type Card Used 


in Grocery Store Study 

To the Editor: Many of your 
readers who make, or have surveys 
made for them, may be interested 
in what we believe new de- 
parture in questionnaires. We used 
the attached card last weekend in 
a survey of local grocery store cus- 
tomers patterned after a recent one 
made by the Philadelphia Bulletin 
(who it seems is always starting 
something). 

Boy Scouts distributed these cards 
to adult customers as they entered 
the store and collected them from 
the customers as they left. The tab 
system eliminated two of the draw- 
backs of an ordinary questionnaire 
—(1) the need for a pencil or pen 
to mark the questionnaire, (2) the 
interrogation time. 

This, together with the fact that 
people will read anything which is 
unique to see what it is all about, 
contributed to extremely high re- 
turns at most Better 
neighborhoods returned over 80 per 
cent of the cards. At large down- 
town stores returns were around 40 
per cent and in low-end stores, 
which are always a headache, re-| 
turns were around 35 per cent. 

A small number of interviewers 
can take care of a large number of 
interviews in a limited time with 
this type of card. Six Scouts at one 
downtown store distributed 2,500 
cards and received 975 returns in a 
three-hour period. At these down- 
town stores we were particularly 
interested in getting the neighbor- 
hoods served and consequently had 
the Scouts ask “What neighborhood, 
please?” as each card was returned 
after which the Scout would write 
the reply on the card. 

Tab-questionnaires seem to be 
highly adaptable for volume inter-| 
views of educated people where | 
there are only a few questions to 
which there are a limited number of 
possible replies. 

Tabs may not be an entirely new 
idea but they are new to us and 
have proved highly successful not 
only in securing the information but 
in the mechanics of hand tabula- 
tion, and the elimination of ‘“doc- 
tored” replies. When sorted each 
stack must have a pattern in which 
all the cards are exactly the same. 
Errors in sorting are easily spotted. 
We found isolated cases of sabotage 
attempted by tearing ten or twelve 


IS a 


stores. class 


cards in the same pattern. Un- 
usually clean cards with identical 
tears were a tip-off to any such 


attempts at “fixing” the results. 
You ask, “So what did the survey 

show?” We don’t know yet our- 

selves, but from a sample survey of 


one store made several weeks ago 
we know: 
1. It will show Uncle Sam how 


many people are shopping on rubber 
and how many are sharing trans- 
portation with their neighbors. 

2. It will bring home to the 
shoppers who are interviewed the 
importance of saving tires and gaso- 
line. 


3. It will show the store man- 
ager the neighborhoods they serve 
and whether their customers walk 


or ride in. 

4. It will show us how we stack 
up in those neighborhoods. 

This tab - questionnaire idea is 
subject to many improvements. We 
expect to use it again, probably 
combining it with the McBee 
punched-card tabulation system 
Questions should be shorter, more 
obvious, and write-ins entirely 
eliminated. Illustrations might 
used for those who can’t read. 
used very large caps for our far- 
sighted neighbors who left their 
glasses at home.) Perhaps the Post 
Office Department would authorize 
this card for mail replies if printed 


be 


(We 


with a return address and “Postage 
will be paid by, etc.” on the reverse 
side. ° 

Nothing would please us more 


than having someone else develop 
this tab idea a little farther and 
tell us how it 


works for them 


This department is a reader’s forum. 


NOVEL CARD 
FOOD BUYERS SURVEY 


This survey is being made to 
obtain information on which to 
base plans for conserving tires 
and gasoline. Please follow the 
directions below and return this card 
to the boy scout on your way out. 


FILL IN THE TOWN OR NEIGHBORHOOD 
OF PITTSBURGH IN WHICH YOU LIVE 


WALKED 


off the tab on 
OWN is side the 
AUTO portation you 
p tocome from your 
FRIENDS VUROn ea 
AUTO — . a tab | 
STREET a abs showing post- 

c lyon venndatie Gazette 
dBm / ear off the 0 Other 
OTHER None — 

The, Sun-: Post-: 


Press Tele. Gazette 


: 


The Pittsburgh Press uses this new card 

as a time-saver in learning customers’ 

mode of traveling, favorite newspaper 
and readership of food advertising. 


There are disparagers in this busi- | 
ness of ours, mostly among the com- 
peting media and brothers of the 
same medium who shrug and say, 
“So what? You can prove anything 
with a survey.” These fellows have 
justly earned the contempt of the 
more analytical members of our 
craft for in this day when advertis- 
ing is hard pressed, reputable ad- | 


vertisers, agencies and media are 
using surveys to discover—not to 
prove. 


C. F. ACKENHEIL, 
Director of Research, The Pitts- 
burgh Press. 

a v 


“Ad Man’s Diary” Gets 
Applause of Readers 


To the Editor: That July 6 entry 
in the “Diary of an Ad Man” con- 
tains more real sense regarding our 


July 6 Lord! how tired | am of 
all this tendency to ballyhoo the war 
Magazine editors, newspaper column- 
ists, radio commentators and Wash- 
ington headline hunters all seem 
determined to dramatize it and jazz 
it up They act like agents 
for a “Roosevelt & Hopkins’ Greatest 
Show On Earth.” It is true that for 
awhile we had ringside at his- 
tory tut now we are in the ring, 
with a serious, dirty and dangerous 
job to do We ought to cut out the 
showmanship and get on with it 


press 


seats 


war effort than I have read any- 
where before or after Pearl Harbor. 

It’s worth a full page in every 
publication in the U.S. A., for it ex- 
presses a conviction that millions of 
us have concerning our part in the 
war, but are at a put in 
words. He has done it and his con- 
tribution is invaluable. 

JAMES E. SANFORD, 


loss to 


Chicago Sun, (Former Buck 
Private A. E. F. Now just a 
spectator.) 

To the Editor: Been wishing to 


tell you for some time how much I! 
enjoy “The Diary of an Ad Man” 
which you have added recently to 
the Ace. Betcha this column will 
prove one of the AGe’s most popular 
features. 
HaArrRY ROTHERMEL, 

Advertising Manager, The Day- 

ton Pump & Mfg. Company, 

Dayton, O. 

v v v 


Bond Sales Going Up 


To the Editor: In behalf of the 
Ad Managers Club, I wish to thank 
you for the very fine article on our 
“Treasury Corner” project I am 
sure the membership will be greatly 
pleased with this recognition 

It might interest you to know that 
the daily sales of bonds and stamps 
have averaged better than $3,000 
Moreover, in addition to celebrities 
of the entertainment world, political 
bigwigs have appeared at the Cor- 


RO ee 


Voice of the Advertiser 


Letters are welcome. 


ner and done their bit. Last Satur- 
day afternoon, which you will recall 
was one of the hottest days of the 
summer, Governor Green worked 
like a trojan under the hot window 
lights autographing dozens of war 
stamp books. 
C. H. LILIENFELD, 
President, Advertising Manag- 
ers Club of Chicago. 
v v v 


Asks Advertisers’ Help 


in Price Control Work 

To the Editor: The advertising of 
important retailers is carrying an 
increasing number of references to 
the price control program. Effec- 
tive use is being made of ceiling 
prices in newspaper advertisements 


and store promotions. 


We are interested in stimulating 
the cooperation of retailers in the 
whole price control program. We 
presume that you are interested in 
stimulating business for your adver- 
tisers and readers. 

Advertisers can make a notable 
contribution to the battle against in- 
flation by using posters, stickers, 


emblems, displays, exhibits and 
other media indicating adherence to 
the policy of price control, and 
warning against the dangers of in- 
flation. 

Since this branch does not have 
the facilities to originate the type 
of advertising material referred to, 
we would like to enlist your aid. 

HAROLD MENKEN, 

Acting Chief, Trade Relations 

Branch, Retail Trade and Serv- 


ices Division, Office of Price 
Administration, Washington, 
B.C 

a 


Featuring the Flag 

To the Editor: We were cer- 
tainly pleased to read your editorial, 
“One Hundred Million Flags,’ and 
to see your spread of the magazine 
covers for July. We took these from 
our June 29 copy and mailed them 
to Mr. E. B. Smith, an official of 
the S. S. Kresge Company in De- 
troit. I will have to admit our 
motive is a little selfish, as we were 
citing to Mr. Smith the current flag 
exploitation as evinced by the edi- 
torial and broadside in ADVERTISING 
AGE. 

We should like to get, for further 
selfish reasons, additional copies of 
your editorial and additional prints 
of your photographic page. 

We are sending you one of our 


a, 


framed pictures of the flag, markeg 
simply “O’er the land of the free» 
We should be pleased to have yoy 
hang this in your office or at home. 


This will give you an idea of what 
we are doing. This picture is «»}j-. 
ing in various retail and department 
stores throughout the country |; 
has also been used by adverticors 
being given out with their co; a 
ments as a goodwill gesture, mre 


or less as a pencil or calend: 
given. 

GEo. E. PENISTON. 

Continental Display Advertisi: 

Company, Kansas City, Mo. 


’, ¥ F¥ 


Canada Pioneered 


Network Discount Plan 


To the Editor: The outline yp 
Page 6 of ,your issue of July (9. 
reviewing the discount plans of § i¢ 
several networks in the Uni od 
States to encourage expansion »>y 
sponsors on a national scale, is v -y 
interesting. 

The idea of securing the coope. .- 
tion of the commercial advert) er 
in bringing his program to rem te 
sections of the country, was m: je 
an integral part of the policy of 
the Canadian Broadcasting Corpo: :- 
tion, in first announcing its network 
operations at the end of 1937, 
almost one year before it was 
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ADVERTISING AGE 


hard on some one major war effort 
such as war bonds, anti-loose talk, 
conservation and salvage, etc. There 
is a wealth of good soldier-sailor 
mail material coming in each week, 
as there must be in most converted 
war plants these days. 

In this case, reprints were posted 
in prominent bulletin locations 
throughout the factory, sent to all 
employes in our 39 branch offices; 
and, of course, copies were mailed, 
with covering letters, to every for- 
mer worker in the armed forces. 

Most heartening reaction, heard 
in the course of a Gallup-Starch 
type of employe opinion survey, was 
what one new woman war worker 
blurted out—‘“It just made me feel 
good all over!” 

FREDERICK Bowes, JR., 
Manager, Advertising and Pub- 
licity, Pitney - Bowes Postage 
Meter Company, Stamford, 
Conn. 

v v v 


In Place of Travel 


To the Editor: We thought you 
might be interested in the enclosed 
advertisement, part of a newspaper 
campaign which our client, the Soo 
Line Railway, is running to inform 
the public of the part which this 
transportation system is playing in 
the war effort. 

Copy of a similar nature will ap- 


pear in newspapers in place of 
travel copy. 
JOSEPH MACGAHERAN, 
Erwin, Wasey & Co. of Min- 
nesota, Minneapolis. 
¥ ’ J 


Artwork Spices Copy 


To the Editor: In the attempt to 
“stir up a commotion with our pro- 
motion” we've been using carica- 
tures of Adolf, Benito and Hirohito 
in many of our ads. We do not use 
them merely attention getters: 
we tie them in directly with the 
copy. 

Number 1 is a photo of our Aqua- 
tennial float that won first prize as 
the most humorous entry in the 
parade. Carrier salesman wearing 
heads of Superman, Jiggs, the Yo- 
kums and other comic characters, 
rode in the red-and-white striped 
rowboat and held the fishpoles from 
which Hitler and his stooges were 
suspended. Our float (which I de- 
signed) caused a steady ripple of 
laughter all along the parade route. 
Some spectators, who couldn't re- 
strain themselves, threw bottles at 
the three as the float passed. Three 
hundred and eighty thousand people 
saw this parade. 

Second is a classified promotion ad 
depicting Hitler, Mussolini and Hi- 
rohito as three bums walking de- 
jectedly along the railroad tracks. 


as 


Ray B. Kruskopf, promotion manager of 
the Minneapolis Star Journal and 
Tribune, designed the prize-winning float 
at the top, caricaturing the Axis hench- 
men; and the figures below, used to 
illustrate a war bond ad. 


ee S 
August 3, 1942 
adopted by any of the American REPLACES TRAVEL 
net orks. 
There are five time zones and 
ave -orresponding regional setups in 
Can da on the CBC network. A 
disc unt of 5 per cent was offered 
to te advertiser for each region, 
culm nating in a maximum discount 
on ition time of 25 per cent if 
fve regions were included. This 
was ne beginning of the special dis- A MINNESOTA IRON MINE 
coun. plan for expanded distribu- flew over the Rhine lest night 
tion by regions or total networks, 
rather than on a volume discount 
bas It preceded by about a year 
the }lue Network plan of 1938. 
T incidence of war has ob- 
yious!y brought a new factor into 
play. The need for covering every 
section of listeners in all parts of 
the country, rather than only the 
Y more profitable areas, now assumes 
a yast!y greater importance. 
eC E. A. WEIR, 
d Ci mercial Manager, Canadian This type of copy for the Soo Line is re- 
y Broadcasting Corporation, To- placing the railroad's conventional sum- 
y ronto. mer travel advertising. 
a 
. Morale Builders tenance worker, Sgt. Marcel J. La- 
e To the Editor: Perhaps you will Pointe, it represents for us a new 
le be interested in our advertisement and successful departure in the field 
if published July 17 in the Stamford of employe-public relations. We 
ae Advocate, headlined “We're right now contemplate running a once-a- 
k behind you, Sgt. LaPointe!” month series of similar messages, 
7 Inspired by and based on an based on letters from P-B soldiers 
is actual letter from a former main- and sailors, with each ad _ hitting 
be 3 —— See 
ty eee, 
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and Tablet Writing . . 


furnishing paper products for civilian use. Paper mill operation is 
indispensable to all Americans in the field and at home, and 


Champion is very proud to be doing its full share on both fronts. 


1S THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C.. 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


. 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI + ATLANTA 


. » HOUSTON, TEXAS 


| Paper brings countless supplies to the 
~~ Dovs in service... their smokes and shells, cereals and cartridge 
wraps. small arms and medicine, Paper withstands the attacks of 
weather and handlers, and brings power and protection to our pro- 
tectors. Champion makes many war items, including pulp for mu- 


nitions. [t has facilities so great that it is able also to continue 


'Copy, handled as a poem, stresses 
the use of want ads as a means of 
getting money for war bonds. This 
ad caused plenty of comment, and I 
imagine it had a high readership. 

Number 3's a circular distributed 
by carrier salesmen to non-sub- 
scribers to the Morning Tribune, in- 
troducing “Spies,” a new feature 
that’s just starting. This ad, we 
think, has a pretty good stopper in 
the composite caricature of Hitler, 
Mussolini, and the Jap. It also ties 
in with the spies idea. We are also 
using the same illustration in a 6x 
| 18 ad that runs in the paper. 

I do the caricatures myself, partly 
| because there’s no one else to do 
|them and partly because I get a 
| kick out of this type of artwork. 
Ray B. Kruskopr, 

Promotion Manager, Minne- 

apolis Star Journal and Tribune, 

Minneapolis, Minn. 
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' @ F 


‘Hitler Salute 


To the Editor: The inclosed leaflet 
| will be distributed with our Aug. 1 
| payroll to approximately 28,000 em- 
| ployes of The Texas Company and 
| subsidiaries throughout the United 
| States. It was originated by Robert 
| R. Newell of the Newell-Emmett 
|Company, which handles Texaco’s 
}newspaper and magazine advertis- 
| ing I think you will agree that 
}a “stopper” it’s pretty good. 


as 


Puitie C., HUMPHREY, 
Manager, Public Relations De- 
| partment, The Texas Company, 
New York. 
| Editor’s Note: The inclosure is a 
die-cut piece which shows Hitler in 
ja characteristic “heil” pose on the 
‘front cover, with the message: 
| “Texaco workers! Let's make him 
.”’ When the fold is opened, 
| 
| 
| 
| 


| Hitler’s “heil” has changed 
miraculously to one in which he 
has both hands raised in surrender, 
and a brief message urges workers 
j}to buy war bonds, cooperate with 
Civilian Defense, etc.] 


pose 
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‘Human Relations 
Division’ Set Up 
by Manufacturer 


Springfield, Vt., July 29—An un- 
usual experiment in employe rela- 
tions has been instituted by Fellows 
es Gear Shaper Company here, em- 
ploying 2,700 people, with the in- 
auguration of a “human relations 
division” of the company, to be 
headed by Billy B. Van, well known 
cies. stage and lecture platform figure 
pan who is currently doubling as a soap 
> P and confectionery manufacturer 
a and New England’s unofficial good- 
will ambassador. 

A building at the Fellows plant 
is being remodeled for the installa- 
tion of radio equipment, a _ broad- 


In addition, radio broadcasts will| # . | 
be sent out, featuring talent selected ansas ity 
from among the Fellows staff, and a 
band of 75 pieces is being organized ' e 
under the leadership of a worker in | Sf k H { N 
the pattern’ shop. Inspirational | ed § | ew 
meetings will be held weekly in the - 
interest of morale and production 
by the foremen of the various de- Merchandising Peak 
partments, Mr. Van and the man- 
agement. 

Beginning Aug. 1, Mr. Van will 
spend six months at the Fellows Paper Drive Sends 
plant, leaving his own enterprises to 


function under their existing man- Demand Soaring 
agement. 
eee By B. K. ANDERSON 

Gets Rope Account Kansas City, Mo., July 30.— The! 
Rochester Ropes, Inc., Jamaica, story of the genius known around | 
N. Y., has appointed L. E. McGivena | the world, yet a stranger on the 


& Co., New York, as advertising| streets of his own town, found a| 
agency. Magazines and business | counterpart here this week in the! 


Consistent Business 


papers will be used. 


IN BUSINESS PAPERS 


1 


Robinson Elected 
2nd Vice-President 
of ‘Herald Tribune’ 


New York, July 28.—William p 
Robinson, advertising director of ths 
|New York Herald Tribune for the 
|past six years, was elected second 
| vice-president of the New York Trj. 
/bune, Inc., publishing company. at 
the board of directors’ annual meet. 
ing here. 

Howard Davis, formerly secon4 
vice-president, was named { 4 
newly-created post, that of execy. 
tive vice-president. Other officers 
of the publication are Ogden Reid. 
president; Helen Rogers Reid, \ ice. 
president; Stanley D. Brown, se re. 
tary, and A. V. Miller, treasur 

Mr. Robinson, 


lou’ te Hake Your Guests Gay -WMM- Uy 


. 


casting studio, teletype service and 


a call system covering the entire Kobbe to ‘U. S. News’ 

plant, and these facilities will be Philip Kobbe, formerly president 
employed to supply the complete or-| of his own advertising agency, has 
ganization with hourly newscasts peen named publicity manager of 
day and night. the United States News, New York. 


Watchers in Waltham... 


WWL Daytime Coverage 
PRIMARY and SECONDARY 


You get both with: 


NEW ORLEANS 


a: 


50,000 watts - - clear channel 


When Waltham, Mass., isn’t turning out watch dials it turns 
to radio dials. Every so often some timester tunes in on—and 


writes to—W WL, New Orleans. Our files fatten with mail from 


fans at every point of the compass. 


But the mainspring of WWL popularity with result-wise adver- 
tisers is our Deep South leadership. Here in the New Orleans 


market the power and prestige of WWL make it unquestionably : 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


Bere Ae es rs ae Haets 


|record compiled by the specialized 
sales promotion and advertising of 
the Williams Meat Company, one of 
the nation’s top volume leaders in 
the wholesaling of quality cuts of 
meat. 


products thoroughly in areas away 
from home, but local interests, in- 
cluding the Kansas City Advertising 
Club, had to put on a recent co- 
operative campaign to tell the home 
folks of the fame of one of their 
own products—Kansas City sirloin 
steaks. 

But the important part of the Wil- 
liams’ advertising and selling is not 
educating the home _ town, but 
steady expansion of specialized 
service and sales promotion to gain 
a national market and distribution 
for its trade-marked steaks, so that 
today Williams’ copy is running in 
full pages, four colors, in nine busi- 
ness papers, with a schedule ex- 
| Panded 25 per cent over last year. 


| Others Watch Closely 


It is no secret in Kansas City 
meat packing circles that several of 
the nation’s big-name packers have 
shown more than a passing interest 
in the Williams’ annual dollar vol- 
‘ume, which has been’ bouncing 
around in the seven-figure classi- 
fication for the past five years. Nor 
is it any secret that one of the “Big 


advertising to similar lines. 


The company merchandised its) 


This is typical of the series of color ad- 
vertisements being used by Williams 
Meat Co., to build sales of its Kansas 
City sirloin steaks to hotels and 
restaurants. 


, 


themes. “Know how” is explained 
lin the Williams copy as “1060 years 
‘of experience guides your every 
order through the Williams plant. 
This combined number of years of 
|experience of our employes, whose 
average age is 36 years, is a huge 
jreserve of ‘know how.’ It is this 


| 


| vast background of rich experience | 


in buying and cutting that assures 
unsurpassed service in providing 
you with the finest meat the mar- 
ket affords—and supplying it the 
way you want it when you want it.” 

Williams distribution outside the 
Kansas City area is confined en- 
tirely to hotels, restaurants and 
clubs. Although 
tures the Kansas City sirloin steak, 


the company markets a large vol-| 


ume of all types of quality beef cuts. 


Report Cigar Sales 
at 13-Year Peak 
tor Month of June 


New York, July 30.— June sales | 
_Three” recently shifted its extensive of cigars hit a 13-year peak, based | 


advertising fea-| 


Lou Williams, set 
| chandising idea, “The Kansas City |eries to wholesalers of 532 million 
Sirloin Steak.” 
|ate national acceptance and demand | 53.5 million, or 11 
|for a top-notch cut of beef, to so- | the corresponding month of 1941. 
lidify his own success, and to make 
/a name for Kansas City as the home fiscal year ended June 30, a 9 per 
of fine steaks. How well he achieved cent increase over the 1941 figure 
this program, officials believe, can| of 5.5 billion, the institute says. The 
| best be shown by results. 
and restaurants from coast to coast | top-price cigars, deliveries of which 
now serve Williams’ meat. 


sands of individual orders come in the fiscal year, they showed an in- 
from notables and celebrities who crease of 21 per cent. 
order the meat for gifts, for serving 
at special dinners and banquets, and most of which retail for 10 cents, 
for their own everyday use. Volume rose 22 per cent in June, and those 
has continued to show strong gains,in the 15-to-20 cent class rose 13 
every year and is now setting new per cent. 
peaks. 
come so great that Williams has fre-| decline, but those selling for 5 cents 
quently been faced with 
supply problems. —- 
W. G. Rowe, Carter-Owens Ad- 
vertising Agency, in charge of the " 
Williams’ advertising, is convinced Shifts Personnel 
that selling “know how” has been 
largely responsible for the 
pany’s success. 
employed almost entirely on a per- in the organization because of the 
sonal basis, with test advertising acquisition of several new accounts, 


formerly cal 
advertising manager of the ew 
York World-Telegram and advertis- 
ing director of the New York Jour- 
nal-American, joined the Heralg 
Tribune in August, 1936. 


Smith to Los Angeles 


Hassel Smith has been appoirted 
manager of the Los Angeles office 
of Botsford, Constantine & Guard- 
ner. Mr. Smith, a_ specialist ip 
‘radio advertising, has been assocj- 
'ated with the San Francisco office of 
| the company. 


| 
| 


We're not 


on sales to wholesalers, the Cigar . *, 
The company’s founder, the late Institute said last week. Basing its oO Oo | n g pan) 
out to achieve analysis on Internal Revenue fig- | and 
three objectives with a single mer-|ures, the institute reported deliv- | e batt 
f raises re 
He wanted to cre- cigars during June, an increase of or P eee tery 
per cent, over lecto 
indiy 
Six billion cigars were sold in the - + + but it’s quite a coincidence tha Prop 
the National Nutrition Program is clud 
based on the same health principles De 
that we've advocated since long mate 
. 7. , before World War Il was just a only 
Hotels | largest increase during June was in gleam in Hitler's eye! page 
Those principles we've been ham whic 
Thou- jumped more than 100 per cent. For mering home to our subscribers for 
57 years. But we're not looking for Gill 
praises. The important point, ® fo 
Cigars in the 8-to-15 cent class, we see it, is to show you why Life r 
& Health—because of its pioneering Pr: 
efforts in the nutrition field should in ¢ 
be the spearhead of your adverti* Coca 
Cigars selling for from 5 ing program. ree 
In fact, the demand has be- to 8 cents registered a 5 per cent Life & Health subseribers are the oa € 
1 most health-conscious people he He 
: os i 7 ‘ America. They read Life & Healt or. 
at a purely for health information. The) Wash 
believe what they read because both Y 
Gray Agency Expands: articles and advertising—devoted e& or! 
clusively to health—earry the av Yo! 
thoritative support of an editorial nas g 
Charles M. Gray & Associates, board of ethical physicians. An presic 
com- Detroit industrial advertising because they believe, they buy, kee? pany, 
The idea was first agency, has made several changes buying, get others to buy! ales 
Considering all these advantages wuart 
can you afford not to have Life 4 —. 


In the past two and the expansion of the budgets of 


inni i 939. 
beginning in } most of its clients. 


years—the period of the company’s . : . 
pnp I ag dei , ; : Charles J. Shower, for the past 
greatest advertising effort—volume | ¢ouy years an account executive, is 
has increased 50 per cent. now vice-president of the agency. 
Spender Vanderbilt, formerly with 

> ! A 
Cite Extra Factors the Detroit office of Ruthrauff & 
Basically Williams’ copy sells the a ow oe — the ee as a 
‘iad inde akan “+ | member of the creative department. 
CEeee oe shipping, buying, qual~ | nirs, Wanda Z. Reid has been ad- 

ity and quantity, on the fact that 


Health working for you? The co 
is very low! Write for free 
page brochure today. 


the customer's “percentage” has 
| been considered in the cutting, and 
that the company has specially con- 
sidered the customer’s individual 
and specialized needs. Williams 
always stresses the quality theme 
and extra service factors such as 
proper cutting and preparing of the 
meat before shipping. 

“Get Every Menu Off to a Good 
| Start with Williams’ Nationally Fa- 
|}mous Kansas City Meat” and “Look 
to Williams for the Finest in Meat” 
;are two of the widely-used copy 


vanced to the production manager 
post. Robert L. Chope, formerly 
production manager, has become an 
assistant account executive. 


Hubbard Leaves Doremus 


G. Munro Hubbard has retired as 
|president and director of Doremus 
|& Co. as of December 31, 1941. He 
will continue as independent coun- 
sel in advertising and public rela- 
tions with headquarters in the New 
York office of Doremus & Co. Other 
officers of the company remain the 
same. 
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GE Display 
Service Sells 
War Stamps, Too 


Cleveland, July 30. — General 
Electric Company came out this 
wee with a novel wartime program 
desiuned to offer its display service 
free to more than 20,000 agents and 
at the same time sell nearly half a 
million dollars worth of war stamps. 


Complete cost of the service pro- | 
gram for the 1942-43 period will be | 
| 


absorbed by the Lamp Department 
of G-E, whereas previously it has 


Post-War Planning 


How Business and Industry Is Preparing 
for a Peace-Time World 


Edited by RALPH O. McGRAW. 


Reclaiming of Solvents 
Has Post-War Possibilities 


tents of vats, etc., which would be 
processed by distilling, centrifuging, 


Development of a new industry filtering, washing, decanting, or 
with post-war possibilities is fore- other technique, to obtain clean 
seen in a recent Washington meet- chemicals. So refined has the pro- 


cess become, a solvent costing, for 
example, 20 cents per unit, may be 
reclaimed for as little as two cents. 
Use of these reclaimed solvents is 
said not to be limited by the fact 


ing of a small, quiet group which 
represents the solvents reclaiming 
industry. The meeting was the first 
of its kind. The program launched 
there, says Chemical Industries for 


( e ativ asis. , g y are sec -hand. 
beer rest ‘GE ae cee ce July, and now going forward under that they are second-hand 
“ wine with special red white | 80Vernment impetus, is a new one, » » 


and blue 25-cent war stamp albums. 
Insertion of four war stamps in the 
album entitles the agent to receive 
the Mazda lamp service for the 
1942-43 year without charge, but he 
must promise both to continue buy- | 
ing stamps and to use the material | 
consistently. 

The program’s outstanding fea- 
tures include five major display | 
pieces designed primarily for win- | 
dow use, plus supplementary pieces, | 
and a wartime lighting guide for | 
dealer counters. The window dis- | 
plays, using oil painting reproduc- | 
tions and blow-ups of Kodachrome | 
pictures, carry an appeal to buy war | 
savings stamps. The light theme is 
tied in with this advice: “For a 
brighter tomorrow buy war bonds 
today.” The guide, according to| 
Norman W. Townsend, in charge of 
trade development and merchandis- 
ing displays, tells users how to get 
the most out of light bulbs; dis- | 
cusses blackout techniques; shows | 
why eyesight is more priceless now 
than ever; tells how to clean light- 
ing equipment and repair lamp 
cords, and explains the right sized | 
bulbs for various lamps and fixtures. 

The company cooperated with the 
Treasury Department in preparation 
of the display program, as a further 
means of boosting war stamp and 
bond sales. 


Battery Specifications | 
Shown by Willard | 


A new general catalog just issued 
by Willard Storage Battery Com- | 
pany, Cleveland, not only illustrates 
and briefly describes all Willard 
battery products, but aso includes 
detailed specifications for each bat- 
tery. In addition, a “battery se- 
lector chart” designed to help each 
individual battery user select the 
proper battery for himself, is in- 
cluded in the volume. 

Despite the addition of much new 
material, the new catalog contains | 
only 36 pages, compared with 120) 
pages of previous catalog material 
which it replaces. 


Gilbert Leaves Coca-Cola 
for Government Post | 


Price Gilbert, Jr., vice-president 
in charge of advertising of the| 
Coca-Cola Company, Atlanta, has | 
been granted a leave of absence to) 
serve in the Office of the Coordi- | 
nator of Inter-American Affairs. | 

He will make his headquarters in | 
Washington. 


York Raises Carr 
York Ice Machinery Corporation 
Na appointed John Carr, formerly | 


president of York-Shipley Com- 
reny, Shanghai, China, as export 
‘ales manager. Mr. Carr’s head-| 
uarters will be in York, Pa. | 


ot a 


COVERS 


50,000 WATTS 


DAY AND NIGHT 
PLUS COLUMBIA 


As a result of the meeting it may 
be possible to obtain for war and 
essential use a billion pounds of 
solvents not now being produced, 
in addition to regular production. 

Already a billion pounds of sol- 
vents are being saved annually 
through recovery processes which 
include condensation of vaporized 
solvents. The processes have been 
developed to a point where it is 
claimed such transformed wastes 
are just as usable and valuable for 
their purpose as before. 

The program in this field would 
involve hauling sludge from the 
producing plants, contaminated con- 


Problems of the post-war period 
have been gaining attention of tex- 
tile leaders and men in the cotton 
trade, reports Cotton for July. Of 
serious moment is the question of 
what will follow a domestic con- 
sumption of around 11,000,000 bales 
of cotton, against a pre-war normal 
of 6,000,000 to 7,000,000 bales. 
Whether cotton will hold some of 
its gains due to substitution for 
other textile fibers is a matter of 
consideration. It is felt that very 
fine cloths developed for war pur- 
poses may affect trends in luxury 
fabrics. Dr. C. T. Murchison, presi- 
dent, The Cotton Textile Institute, 


predicts the industry will hold up 
after the war because of the demand 
being built up in industrial and 
other uses of cotton goods. 

* st = 


Commenting on the task of re- 
turning promptly to large-scale pro- 
duction of peace goods after the 
war, “The Wall Street Journal” 
says: “That can be accomplished 
only if the individual units of pro- 
duction and distribution are assured 
of their individual markets—only if 
their individual stocks of consumer 
good-will remain to them and have 
not been lost through their long 
silence about the wares they nor- 
mally have to offer. 

“In addition to the contribution 
it can make to national morale, war- 
time advertising to maintain pro- 
prietary goodwill is an indispensable 
part of our preparation for the post- 
war transition period.” 

» * * 

The great New England textile 
machinery builder, Saco-Lowell 
Shops, is advertising: “For produc- 
tion after Victory, Saco - Lowell 
engineers have continued their re- 
search for better and more efficient 
textile methods—and have de- 
veloped many improvements which 
will be available for post-war pro- 
duction. Although these improve- 
ments cannot be made 


today, our engineers are anxious to 
keep you informed on all our de- 
velopments—and to show you how 
these improvements can be incor- 
porated in your plants for the fu- 
ture.” 


Torkel Gundel Moves 

Torkel Gundel, Chicago artist, 
has moved to 53 W. Jackson boule- 
vard. 


“General, is it true what WFDF 


| Flint, Michigan says about pro- 


motions in the Army?” 


available | 


Wirnor vr those important middle-income* 
families, your coverage of Washington, D. C., is 
thin as skim-milk. 


¢ Of the 173,709 families in Washington, 
97,451 are in this good buying group. They 


offer an unusually strong market today because 


they have extra money with which to buy family 
needs and pleasures. 


Mthoul the 


Yddle 


The Washington Monument would hardly be monumental 


* Two out of every three middle-income families 
in Washington, D. C., read THe FAMILY Circ_e 


magazine weekly (Starch Consumer Magazine 


— 


Report). There is useful coverage for anybody! 


¢ If you want to cover Washington and many 
other good markets, include THe FAMILY 
CIRCLE. 


"$1000 to $3000 
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Kunkel Heads Industrial 


Marketers of California 


John H. Kunkel, director of pub- 
lic relations and advertising for the 
Fluor Corporation, Los Angeles, has 
been elected president of the Indus- 


Pillsbury Earnings 
Up; Will Continue 


trial Advertising Association of s 8 
Southern California, succeeding Don Its Ad t § 
Mack, Weber Showcase and Fixture ver | in 
Company. : 
Other new officers are W. W.| Minneapolis, July 29.— Although 


Mann, account executive, the Mc- 
Carty Company, vice-president; and 
J. Avery Brewer, research editor, 
Western Business Papers, Inc., sec- 
retary-treasurer. 


earnings of Pillsbury Flour Mills 
Company for the fiscal year ended 


082 after all charges, equivalent to 
$1.89 a share, as compared with 
> $1.47 for the previous year, “we do 
‘Bulletin’ Now Quarterly : 4 
With the June issue “Standard Oil 
Bulletin,” 29-year-old house organ 
of Standard Oil Company of Cali- 
fornia, San Francisco, passed from 
a monthly to a quarterly publica- 
tion. Format and editorial policy 
remain much the same. 


BBB Names Lawson 


Henry W. Lawson, advertising 
manager of the Gas Light Company, 


Philip W. Pillsbury, president, ad- 
vised stockholders in issuing the 
company’s annual report. While 
there is no price ceiling on flour, he 
said, ceilings on other products of 
the company indicate the possibility 
of a serious squeeze on the manu- 
facturer. 

On the subject of advertising, Mr. 
Pillsbury’s report said: “As in the 


Springfield, Mass., has been elected —. — anes ae cen bn 
president of the Springfield Better | Products extensively during e 
Business Bureau. year. It will continue to do so, to 

maintain the consumer acceptance 


of and demand for the products the 
company has developed over a 
period of 70 years of leadership in 
the milling industry. 

“During the past year, your com- 


Gets Ham Account 
Smithfield Ham & Products Com- 
pany, Smithfield, Va., has named 
Carter-Thomson Company, Phila- 
delphia, as advertising agency. 


SERVICE @ @ @ is the password 


of The Faithorn Corporation. It is so ingrained 


in the minds of every one of our employees 
that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 
work through to meet a deadline . . . at a sacri- 
fice of quality . . . is not SERVICE at Faithorn. 
We (1) set type, (2) make engravings and 
(3) produce printing—all under ONE roof, 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-l 
SERVICE. You can secure one or all just as you 
desire, but all are here—at your command. 


PRINTING 


We insist that to sacrifice quality for a cheap price 
is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matter 
—at the most reasonable cost. This is what we term 
TRUE ECONOMY. That we have succeeded is 
best attested to by the large number of advertising 
agencies and successful institutions we are regu- 
larly serving. We will gladly show you the list and 
samples of work. TRY US. Phone—Wabash 7820. 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTING 
504 SHERMAN STREET © CHICAGO © WABASH 7820 


DAY AND NIGHT SERVICE 


May 31, 1942, amounted to $1,040,-| 


pany’s advertising was honored by 
two first awards presented by the 
Chicago Federated Advertising Club 
and the Art Directors Club of Chi- 
cago. Independent surveys demon- 
strate that the observation and 
readership of our Pillsbury’s Best | 
enriched flour advertising in na- 
| tional magazines was the highest in 
{the milling industry.” 

Due to the acute problem of stor- 
ing surplus wheat, the report says, 
the company is purchasing as much 
as it can during harvest, and has | 
added 350,000 bushels of wheat stor- | 
age space to the Sacramento mill of 
its Globe Mills Division. 


Lambert Company 


not have any grounds for optimism,” | 


Boosting its earnings 43 per cent 
over the second quarter of 1941, 
Lambert Company this week re- 


ported net profit of $257,223 for the 
three months ended June 30, against 
$179,634 for the comparable period 
a year ago. 

For the first half of 1942 Lambert 
earnings totaled $707,634, compared 
with $683,646 for the same period 
|of 1941. 


American Home Products 

Tentative report for six months 
ended June 30 shows net profit of 
$2,036,477, after deductions includ- 
|ing provision for estimated excess 
profits tax. This compared with $2,- 
201,009 for the first half of 1941, 
after normal federal taxes but be- 
fore provision for excess profits tax. | 
Gillette Safety Razor 

For six months ended June 30, 
net profit was $1,598,863, compared 
with $1,391,790 for the same period | 
a year ago. 


Norwich Pharmacal Co. 

Net profit during quarter ended 
June 30, $142,897, compared with 
$181,010 for the same period of 
1941. For first six months of 1942, 
net profit was $288,376, against 
$339,840 during the first half of} 
1941. | 


Ward Baking Co. 

For the 27-week period ended 
July 4, net profit of $303,850 com- 
pared with loss of $196,448 during 
the comparable period a year ago. 
Loose-Wiles Biscuit Co. 

Net profit for six months ended | 
June 30 was $639,505, compared 
with $719,691 during the same 
period of 1941. 


Hershey Chocolate Corp. 

For the quarter ended June 30, 
net profit was $960,141, against $1,- 
020,589 for the same three months 
of 1941. 


Continental Can Co. 

For 12 months ended June 30, 
estimated net profit of $6,719,800 
compared with $8,670,908 for the 
same period of 1941. 


Dixie-Vortex Co. 

Earnings for the year ended June 
30 were $828,902, against $888,183 
during the comparable period a 


| 


year ago. | 


Simmons Co. 

For six months ended June 30, 
net profit was $1,871,203, compared 
with $1,262,463 last year. 


Congoleum-Nairn 
| Net profit of $769,738 for six 
months ended June 30, compared 


with $1,171,324 for the first half of 
1941. 


_Libbey-Owens-Ford 

| For six months ended June 30, net 
profit was $754,966, compared with 
$5,377,247 for the same period a 
year ago. 


General Motors 


For three months ended June 30, 
earnings were $24,613,218, against 
$53,579,568 for the same quarter of 


1941. Net profit for the first half of 
1942 totaled $47,843,209, against 
$118,177,905 for the comparable 


period a year ago. 


American Chicle Co. 

For six months ended June 30, 
net profit amounted to $1,348,887, 
compared with $1,805,327 during the 
same period of 1941. 


Studebaker Corp. 
Net profit for the quarter ended 
June 30, $695,246, compared with 


a 


vertising men. 


July 20. A successful woman in 
one of our top flight agencies writes 
me to tell my aspiring daughter that 
“my father, too, was in the advertis- 
ing business; I followed right along 
after him, have earned a respectable 
living, and had a marvelous life!” 
Daughter, being told, vows that she 
will go and do likewise. Guess I will 


have to look about for a_ friendly 
competitor to take her in. A man 
should no more try to teach his 


daughter advertising than teach his 
wife to drive :—which remark, I sup- 
pose, dates me. 


July 21. Visited with a grocery 
jobber in a distributing town of 20,000 
population. He took me through his 
warehouse to show me the gaps in 
his stock. Item after item was either 
completely gone or about to be, with 
no more in sight. It made a picture 
which foreshadows the consumer 
pinch about to come. 


July 22. The president of one of 
our client Companies came to me to- 
day to make serious complaint about 
the service we are giving them, The 
net of the matter was that we were 
not contributing enough in basic 
thinking and planning, and in imagi- 
native development work on the ac- 
count, and he was right. I decided 
that I would have to tell him why; 
namely, that he had put between us 
and his organization an advertising 
manager whose caliber was too small 

so that even when we had a four- 
inch flow at our end only a two-inch 
stream got piped into him. 


July 22. Musing further on my 
daughter's desire to enter the busi- 
ness, | asked myself what I really 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

It is presented in ADVERTISING AGE weekly, 

exactly as written, without benefit of “editorial direction” 
of any kind. 


a. 


believed was the best training f 
beginner. How would I try to 
started if I were young again, y 
no experience and no assets to 

except a general education? De 

I would do it as a 
whether I were boy or girl.’ 
would not only give me 
tangible to sell to an employer 
would put me in a job where I « 


stenogray 


somet 


see the wheels go round and g 
sense of what the business is 
about. From that I would mov: 


to training in the specific technig 
of the business. 


July 24. Shopping around a la 
“fancy”. grocery store, with its « 
bakery, I noticed that not a si: 
loaf on the bread rack had the w: 4 
Enriched on it. And this was i; 
store patronized by what might 
thought to be the most intellig 
part of the population. When I as 1 
the grocer why this lack his lac: 
answer was: “No demand.” 


July 25. Under government pr. -- 
sure a tremendous amount of f 
advertising is now bearing doy 
heavily on nutrition. That there 8 
been some increase in the public 
terest in this subject I do not do 
But let's don't fool ourselves: wi at 
we ought to eat is still less inter 
ing than what we want to 
When the great mass of wor 
answer the thrice-daily quest 
What shall we have to eat?, it is 
quite likely to be in terms of w 
the family likes, 


July 26. Having written the al 
last night, picked my  blackber 
this morning, and did heavy jus 
to them in a pie for Sunday din 


$1,133,418 during the same period 
of 1941. For six months ended June 
30, net profit was $902,830, against 
$1,313,877 during the first half of 
1941. 


Phillips Petroleum 
Net profit for six months ended 


June 30, was $6,731,419, against 
$8,236,680 for the same period a 


year ago. 


_Brunswick-Balke-Collender 


For six months ended June 30, net 
profit of $476,592 compared with 
$490,682 during the first half of 
1941. 


General Tire & Rubber 

Net profit for six months ended 
May 31 was $642,210, against $1,- 
004,443 for the first half of 1941. 
National Distillers 

For six months ended June 30, 
earnings totaled $2,476,215, com- 
pared with $2,070,963 for the com- 
parable period a year ago. 


Hotel Roosevelt. 


Photo-Engravers to Meet 


American Photo-Engravers Asso- 
ciation will hold its 46th annuz 
convention Oct. 12-14 at the Neth- 
erland-Plaza Hotel, Cincinnati. 


Insurance Group to Meet 


Annual meeting of the Insurance 
Advertising Conference will be held 
in New York, Sept. 21-22, at th 


Armstrong Resigns 
Maxwell Armstrong, advertising 
manager of the Times, Raleig! 
N. C., has resigned. He will b 
succeeded by George R. Hooks 


BRIDGEPORT 


SUNDAY HERALD» 


More Than A Sunday Paper 


*ABC — 3-31-'42 — 85,653 


INDUSTRIAL EQUIPMENT HEWS 
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PRODUCT INFORMATION IS |=- 
MORE VITAL NOW THAN EVER | 


tries .. 


Write 


for 


“er be 
——- x 


$79 to $85 a month to place a 
factual advertisement for your 
product before more than 52. 
000 active plant operating men 
in the larger plants in all indus- 


now look for their current oper- 
ating requirements. Details? 


~The 


INDUSTRIAL EQUIPMENT NEWS 


_-~| Thomas Publishing Co., 461 8th Ave., New York, N. Y. 
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Priorities and Allocations 
Don't Count in Editing 


An advertising man in Chicago in- 
sists that ADVERTISING AGE annoys him 
because it is topheavy with New York 
material; in New York another adman 
tells an editor that the paper devotes 
too much attention to material from 
“the sticks.” A salesman reports from 
a Southern trip that one prospect wants 
to know why AA never prints any news 


of anything south of the Mason and 


do, completely divergent viewpoints on 
the editorial emphasis of ADVERTISING 
AGE, they tend of themselves to prove 
that ADVERTISING AGE is in fact The 
National Newspaper of Advertising, 
covering all sections and all facets of the 
national merchandising scene. 

The truth is that ADVERTISING AGE 
does not apportion its editorial space, 


either as to point of origin or as to sub- 


et Dixon line. ject matter. The more important ad- 


‘eth- Ata convention two newspaper exec- vertising centers and the more impor- 


set utives deliver a lecture to one AA rep- tant types of media, by their very im- 


hel resentative, expounding with some bit- 


terness their thesis that ADVERTISING 
AGE fills its columns with radio news, 
while simultaneously, a radio station 
manager is telling another AA man that 
he’d like the paper better if it wasn’t 
always “playing the newspaper game.” 
A magazine publisher writes in to ask 
why his paper can’t “ever get a break” 
in the news columns, while an outdoor 
plant owner takes half an hour from a 
busy day to give a salesman a severe 
dressing down because “nothing but 
magazine campaigns can get into your 
sheet.” | 

If all complaints of this type came 
from one section of the country, or con- 
cerned one type of story or one kind 
of medium, they would be cause for 


serious alarm; but expressing as they 


portance, create more news than do 
“the sticks” and the relatively less im- 
portant media. But significant news or 
important developments are reported 
whether they happen in New York or 
Washington or Kokomo, whether they 
concern food or drugs or caskets, 
whether they deal with newspapers or 
sky writing. 

Only one consideration governs the 
decision as to what news from where, 
about what, gets into ADVERTISING AGE. 
That consideration is: Is this informa- 
tion important and significant to adver. 
tising managers, to advertising agen- 
cies, to marketing and merchandising 
executives? 

That's the only way we know to pub- 
lish a National Newspaper of Adver- 


lising. 
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Enamelware Makers | 
Issue Informative Folder | 


To consolidate in one place the | 
principal facts for homemakers, | 
home economists, salesmen and/| 
other groups with relation to porce- | 
lain enameled utensils, the Enam- | 
eled Utensil Manufacturers Council 
has published an illustrated book- 
let, “An Outline Summary of Por- 
celain Enameled Utensils.” 

The Council, which has its head-| 
quarters in Cleveland, is comprised 
of 17 leading enamelware produc- 
ers. 


Gets Armature Account 


Canadian Armature Works, Mont- 
real, has appointed Stanfield & | 
Blaikie, Ltd., as its agency. Tech- | 
nical papers will be used in a new 
campaign. | 


Marko to McLain 


Marko Company, Wilmington, has 
appointed The McLain Organiza- 
tion, Philadelphia, to direct adver- 
tising of its new line of dehydrated 
foods. 


Lufpalo's 


FIRST 


for Regional | 


5000 Watts 
by Day © 
1000 Watts 
_ Directionally 
Intensified 
by Night © 


WGR* 

K.C. 
BASIC MUTUAL 
NETWORK STATION 


bee 


WSs — > 


a BUFFALO 
BROADCASTING CORPORATION 


Getting Personal 


It’s a girl in the home of New York’s Robert Levitts. “Papa” 

Levitt, formerly promotion director of the New York Journal-Ameri- 
can, is on active duty in the Navy, while “Mama” Levitt, Ethel Mer- 
man, is vacationing from the musical comedy stage. . . 
..Henry Dupre, formerly program director of WWL, New Orleans, 
and now a sergeant in the Marines, and Margaret McGiveny, of Fitz- 
gerald Advertising Agency, New Orleans, will shortly be man and 
wife. .. J. B. Conley, gen. mgr. of WOWO-WGL, Ft. Wayne, Ind., 
was co-chairman of a committee to pick Allen County’s hero for 
American Heroes Day, July 17... 

Albert E. Marshall, pres. of Rumford Chemical Wks., Rumford, 
R. I. is an expert photographer and a leading authority on camera 
history and photography. . . Gordon Schonfarber, pres. & treas. of the 
Providence, R. I., 
agency bearing his 
name, has been TO THE CHAMPION 
elected a membe) 
of the executive 
committee of the 
Providence Cham- 


ber of Com- 
merce. . . 

G. Warren Hir- 
shon, of Ross & 
Hirshon, New Bed- 
ford, Mass. 
agency, has been 
elected president 


of the New Bed- 
ford Lions Club. . . 
Lee Kelly, ad mgr. 
of the Times-En- 
terprise, Thomas- 
ville, Ga., has 
announced his can- 
didacy for the 
Georgia House 
Representatives. . . 

It’s William Thomas Ries, weight six pounds, who gets most of the 
attention these days at the home of Joseph Ries, formerly with WLW 
and WKRC, Cincinnati, and now in charge of public relations for the 
Cincinnati District Army Ordnance. . . 

Academic robes have been cut for Roy D. Elliott, pres. and g.m. of 
Roy Elliott Co., Boston agency, and sec. of the Boston chapter of Natl. 
Ind. Adv. Assn. He’s just been named asst. prof. of marketing and 
advertising at Northeastern University. . . 

Lewis Allen Weiss, MBS exec. v.p., was named commander of the 
California chapter, Military Order of the World War, at the recent 
annual meeting. He was a captain of cavalry in the last Big Parade. . . 

New York society reporters reflect the degree to which Joan 
LaRoche has been impressed with her dad’s preoccupation with 
salvage campaigns. The Y&R chairman's daughter plays tennis bare- 
footed—her shoes have been handed over to the scrap rubber pile. . . 

Edward R. Grace, pres. of Grace & Bement, Inc., Detroit agency, 
will shortly have two sons on active duty outside the United States. 
Ensign Edward R. Grace, Jr., public relations officer for the Second 
Naval Area, and former announcer for WJR, has been granted his 
request for sea duty and will be given 60 days’ intensive training 
at Chicago before reporting to the fleet. His brother, James W., is 
a first lieutenant in the Marine Corps and is already on active duty 
in the South Pacific. . . 

If it seems hard to find Mrs. T. M. Sayman, pres. of T. M. Sayman 
Products Co., in her St. Louis office these days, you can assume she’s 
off on one of her war jobs. Last week she was named St. Louis 
chrm. of the national fats salvage campaign, in addition to her job 
as state chairman, women’s division, of war bond sales, and a couple 
of other war work chairmanships. . . 

Two became three for J. Harry Bruning, bus. mgr. 


Henry Rowen, 


(left) of the mail order advertising de- 
partment of Sears, Roebuck & Co., offers congratulations 
to Jim Wickham, of the catalog production department, 
one of the low scorers at the ad department's golf tour- 
of ney held recently at Mohawk Country Club, Chicago. 


of Bowling, and 


NEITHER RAIN, ETC., ETC. 


The downpour that greeted Fawcett Publications’ annual sales convention at 

Westchester Country Club didn't dampen the ardor of this foursome. They 

completed their appointed rounds. Left to right: Hays Reeling, Chicago office; 

Allen E. Norman, secretary; Eliott D. Odell, advertising director; and Mike 
Roxburgh, Chicago office. 


Mrs. Bruning when a son—the first child—made his appearance 
July 16. Yclept Curtis John Bruning, the lad is a dead ringer for 
his father, according to said father. . . 

Enamored of his own state, Al Johnson, bus. mgr. of KOY, Phoenix, 
is doing a camping stretch in northern Arizona. . . Not to be outdone 
by the famous fur-bearing trout discovered by Wilbur B. Foshay, 
ex-utilities tycoon who is now sec. of the Salida, Colo., chamber of 
commerce, Emery Hoenshell, pub. dir. of the Omaha Chamber of 
Commerce, has come up with a “saber-tooth flying pike” which he 
asserts was caught in Omaha’s Carter Lake.. . 

John Shepard III, president of the Yankee Network, celebrated 20 
busy years in broadcasting with a confident prediction of an even 
greater radio era to come. Station WNAC, Boston, which hit the 
airlanes July 31 just 20 years ago, marked the day with elaborate 
ceremonies. . . 


Wh) + ~~ of 
Autos Pointed Up 
in AMA Volume 


| Detroit, July 30.—With its annual | 
rate of war production already top- | 
|ping its best previous year of nor- 


mal automotive output, the motor! 
is preparing to reach a) 


industry 


| production rate by the end of 1942) 


that will double its best previous 
dollar volume, the Automobile 
|Manufacturers Association declared 
/ this week in its 24th annual edition 
of “Facts and Figures.” 

Issued annually since the motor in- 
|dustry emerged from World War I, 
|the current edition of the publica- 
tion marks the end of an era, the 
AMA recalls, in that all production 
|of civilian passenger cars and com- 
mercial vehicles has been discon- 
tinued for the first time in the in- 
dustry’s history. 

In addition to bringing up to date 
the regular series of automotive sta- 
tistics—production, sales, use, taxa- 
tion, geographical and occupational 
distribution, ete.—that have made 
it convenient as a reference work in 
previous years, the new edition pre- 
sents in graphic and tabular form 
several new series on the industry’s 
war effort. Progressive orders cov- 
ering the curtailing of production | 
and the sales rationing of passenger | 
cars, a survey of the rubber supply 
situation, and a statement of the 
nation’s highway transportation ob- 
| jectives are among the new data. 

Among many interesting facts, the 
book says that there are eight times 
as Many cars in use now and more 
|than 15 times as many trucks as in 

1917, during World War I. It notes 
also that around 54,000 communi- 
ties or 43 per cent of all communi- 
ties within the United States, de- 
;}pend entirely upon motor vehicles 
for both passenger and _ freight 
| transportation. 


| es 
Lumber Co. to Agency 


Pacific Lumber Company, San 
Francisco and Scotia, has appointed 
McCarty Company, San Francisco, 
|to handle advertising of its lumber 
and bark products divisions. 


— 


Ochs Joins Army; 
Puckette haat 
General M anager 


Chattanooga, Tenn., July 238 
|Charles McD. Puckette, formerly 
assistant to the publisher of the Ney, 
York Times, took over the duties as 


acting general manager of the Cha. 
tanooga Times this week, succeeding 
A. Shelby Ochs, who has been 
granted a leave of absence t 
the armed forces. 

| Mr. Ochs, a first lieutenant j, 
| World War I, accepted a comm 
as major with the Army, and wi) 
be attached to the special s 
branch in Washington, D. C. He 
thus becomes the second offic 
the Chattanooga daily to join the 
service, since the publisher, Srig 
Gen. Julius Ochs Adler, has ‘een 
on active duty with the Army < ince 
the fall of 1940. 

Maj. Ochs resigned as chairmay 
of the board of the Chattan og, 
Publishing Company, which joy 
publishes both the Times and the 
Chattanooga News-Free Press. God. 
frey Nelson, vice-president of the 
/publishing company and secretary 
of the New York Times, was elected 
chairman and Mr. Puckette was 
own to the board. 


oin 


Pillsbury Creates New 
Feed Mills Division 


| Pillsbury Flour Mills Company, 
/which recently purchased the plant 
of Champion Milling and Grain 
Company, Clinton, Ia., has created 
a Pillsbury Feed Mills division, 
centering on Clinton. Livestock and 
poultry feeding products produced 
by the division will be sold under 
the “Pillsbury’s Best” mark. 

The new division will be headed 
by Robert P. O’Brien, Pillsbury 
| Vice- president, formerly located in 
/Ft. Wayne, Ind., who will bring 
with him two other Ft. Wayne men: 
Clyde H. Hendrix as general sales 
|manager and Maurice E. Cook as 
|advertising manager. 


| pa: 
Schneider Named Ad Mar. 


Don L. Schneider has been ap- 
|pointed national advertising man- 
ager of the ee Times Herald. 


| 
| 
| 
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to Artkraft* for the 
helping build good 


as effective. 


Hasten the return 


ry 


NS 


"TRADEMARKS REG. U.S. PAT. OFF. 


Although our sign manufacturing facilities are now 
entirely devoted to the production of war materials, 
thousands of Artkraft* customer-making signs 
everywhere continue working for America's leading 
merchandisers. Now that '"999/1000 perfect" rec 
ord really means something . . . no headaches and 
almost no service cost. 


There's further consolation in the fact that as soon 
as the peace is won, you will again be able to lock 


| which we have proved will increase sales 14.6 
. + « Signs which make national advertising 5 times 


stamps today. 


—by ARTKRAFT* SIGN COMPANY 
GENERAL OFFICES: 900 E. KIBBY ST., LIMA, OHIO, | 5.4 


— AND THE WAR 
HASN'T STOPPED US! 


fine signs which are famous for 
dealer organizations . . . sign’ 


of peace by buying bonds and ' 
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Loose-Wiles Tests 
Dry Dog Food 
in One Market 


New York, July 28.—Latest entry 
in ne rapidly expanding dry dog 
foo field is Loose-Wiles Biscuit 
Company, which has transformed its 
Austin’s dog bread into a “complete 


are 7 


=o, AUSTIN 
cme 805 Fr op 


mea.” First test copy on the prod- 
uct has been released in the Jersey 
Journal. 

Insertions of 360 lines each will 
be confined to this market pending 
consumer reaction. Newell-Emmett 
Company directs the account. 


NAM to Hold Industrial 


Relations Conference 

The National Association of Man- 
ufacturers will hold a “wartime 
institute for industrial relations” at 
French Lick Springs, Ind., Aug. 24- 


28. More than 250 reservations 
have already been received, and a 
limit has been placed upon the 
number who may attend. 


Northlich Tranferred 


W. R. Northlich, who resigned as 


account executive for the Buchen 
Company, Chicago, in January to 
join the headquarters staff of 


Owens-Corning Fiberglas Corpora- 
tion in Toledo, has been transferred 
to that corporation’s Washington 
office. 
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House Magazine 
Assigned to Weld 
Worker, Employer 


Butte, Mont., July 29.—The so- 
called house magazine, often rele- 
gated to a position of minor impor- 
tance in management's planning, 
may win new laurels as a result of 
an experiment being launched at 
the Anaconda Copper Mining Com- 
pany here, with the blessing of the 
War Production Board. 

In an effort to bolster employe 
‘morale and impress miners with the 
|importance of their jobs in the na- 
ition’s war effort, WPB suggested 
the issuance of a company publica- 
tion, to be handled under the joint 
direction of the Anaconda Labor- 
|Management Committee. Because 
of its vital stake in the Anaconda 
operation, the War Department was 
asked to recommend a neutral ex- 
pert, capable of working with labor 
and management in turning out the 
publication. 

The man selected was Robert 
Newcomb, New York house maga- 
zine specialist, who was rushed to 
/Butte in the company of Captain 
William G. Whyte, of the Army's 
|public relations branch. 


Labor Gets Two Votes 


The editorial board appointed to 
cooperate with Mr. Newcomb com- 
prises one representative of the 
CIO, one from the AFL, and one 
representing the company. The new 
publication will concentrate on the 
importance of the role assigned to 
copper miners in the Victory pro- 
gram. No attempt will be made to 
deal with conflicts between labor 
and management. Such disagree- 
ments have long marked the rela- 
tionship between worker and em- 
ployer in this area. 

In the current project, however, 
labor and management will work 
shoulder to shoulder to help win the 
war, 


Don't ensh Rule for 
Bonds, Governor Says 


Gov. Arthur James of Pennsyl- 
vania has upheld the stand taken 
by the Mount Lebanon, Pa., local 


store of the state Liquor Control 
Board in refusing to place in its 
window a placard printed for a war 
bond rally. 

The governor, pointing out that 
the board had ruled out all adver- 
tising or displays in the windows 
of state liquor stores, said he saw 
“no reason why we should change 
that rule now.” 


Harman to New Post 


Milton H. Harman, former adver- 


tising manager of Warner - Saxe 
Theaters and more recently with 
Fox - Wisconsin Amusement Cor- 


poration, Milwaukee, 
White Tower 
Stamford, 


has joined the 
restaurant system in 
Conn. 


Agency lee Savoy Art 


Metropolitan Advertising Com- 
pany has been appointed to direct 
advertising of Savoy Art and Auc- 


tion Galleries, New York. 
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Nielsen Studies Wartime Buying Shifts 


SHIFTS IN ALL-COMMODITY SALES TYPICAL PRICE DIFFERENCES 


GAS-RATION AREA VS. REMAINING UNITED STATES BY STORE TYPES 
SROCERY & COUNTRY GENERAL STORES “sae Te fF e AD WN ° 
GAS-RATION AREA *" WEIGHTED AVG 
ALL STORES %, : ; 
BY SIZE 
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NDEP GROCERY, 
REMAINING UNITED STATES < 
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COUNTRY GENL 


How gasoline rationing has shifted some buying from larger stores 
to smaller neighborhood outlets in the grocery field is shown by the 
chart at left above, showing the change in sales for the gas-ration 
area along the Eastern seaboard for the April-May period of this 
year compared with the February-March period, as contrasted with 
the remainder of the United States. Notice how small stores are 
outstripping larger outlets in the rationing area, whereas in other 
sections of the country the pattern is much more even, At right are 
shown price differentials by types of grocery outlets for 14 leading 
items. All charts are from the current issue of the “Nielsen Re- 
searcher,” published by A, C. Nielsen Company. 


SHIFTS IN U.S. CONSUMER INCOME 
AND COST OF LIVING 


RELATIVE TRENDS OF SALES 
BY PACKAGE SIZE 


24 LEADING BRANDS OF 


CONSUMER INCOME 2%. 6 IMPORTANT DRUG COMMODITIES 


| | 
| 
Ag 
: CASH INCOME | 
o-_ “— Ma, 
in, 
- 1? 
penis 


| REAL INCOME 


SMALL 


24 LEADING BRANDS OF 
6 IMPORTANT FOOD COMMODITIES 


COST OF LIVING 


SMALL 


How the upward income trend, plus fear of rationing and shortages, 


plus possible transportation difficulties, is producing a shift to 

larger packages is shown by these two charts. In six important 

drug commodities a 34 per cent stronger trend for large packages 

than for small is shown, while an equal number of food commodi- 

ties shows a 28 per cent edge for large packages. Nielsen says that 

British experience shows the consumer will swing even further 
toward large packages as the war goes on, 


which 
best 


continuously use it in the 


Increased Copy Sanhilen te ie eubeuee 
for Furniture Is ax shbiis aa weenie ah ‘enaene: 
Urged by Wilson 


dented demand for goods.” 
Chicago, July 28. 


vertising was 
furniture 


Increased ad- 
recommended to the 


Utah Press Fights 


industry as one means of Chain Store Tax 

solving the problems which now e , ' 
confront manufacturers and dis-| The Utah Press Association has 
. : eye ' adopted a resolution opposing the 
tributors by Percy Wilson, manag- chain store tax bill which will be 
ing director of the Merchandise cyupmitted to the state’s voters at a 
Mart, in a statement issued Satur- referendum Nov. 3. and which 
day. would establish prohibitive tax rates 

Drastic changes in line, in pat- on chain stores operating in Utah. 


terns of distribution, and shortages 
of materials and supplies, all mean 
that increased advertising appro- 
priations are needed to educate the 
public to these changes and to in- 
acceptance of demand. Edu- 
cational advertising must be ad- 
dressed to retailers as well 
sumers in order to place the 
try on a sound sales basis, he said 
“Long established firms, whose 
metal lines are discontinued or in 
limited production and those whose 
plants are choked with war orders 
will find it similarly advantageous 
to increase advertising,.”” he declared 
“Even though substitutes are not 
a threat, it is too much to expect 
that prestige-carrying trade names 
sustained by vears of regular adver- 
tising., can successfully bridge the 
war period without the help of regu- 
lar schedules. 
“Recognition of 
mulative effect w 


crease 


as con- 
indus- 


advertising’s cu- 
ill place companies 


“The Utah State Press As: 
tion, as a matter of principle, has 
repeatedly resolved against the spe- 
cial taxation of chain stores,” the 
resolution said. “Such taxes are not 
in the public interest. . . The 
ciation would as_ vigorously 
demn such taxes if they were 
at individual 


ocla- 


aSSO- 
con- 
aimed 
merchants or any 


other legitimate business because it 
is fundamentally opposed to all dis- 
criminatory legislation that gives 


special privilege or 
vantage to one 
of another.” 


competitive ad- 


class at the expense 


CBS Issues Rate Card 
in Notebook Format 
The Columbia Broadcasting System 
has issued Rate Card No. 29. incor- 
porating the two-way revision in 
network discounts reported in the 
June 15 issue of ADVERTISING AGE 
The new card is in a 12-pag 
notebook format instead of the tra- 
ditional broadside. 


Conner Named for 
General Engineering Drive 


The Conner Company, San Fran- 
cisco, has been appointed to handle 
a labor and public relations cam- 
paign for General Engineering and 
Dry Dock Company, Alemeda, Cal. 

Lucille Burman, formerly produc- 
tion manager of Jackson Furniture 
Company, Oakland, has been named 
production manager of the agency, 
replacing Fred Potter, who is on 
leave of absence for the duration of 
the war. 


Alton Box to Olian 


Alton Box Board Company, Alton, 
Ill., has placed its account with 
Olian Advertising Company, St 


Louis. Newspapers and radio spots 
will be used. 


National Salvage Appoints 


National Salvage Company, New 
York, has appointed Frank Kiernan 


& Co., New York, to handle adver- 
tising. Newspapers will be used, 


with the possible addition of radio. 
Frank Hudson is account executive 


ware 
RADIO MAP 
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‘Country Gent’ Adds 


Special Government Page 

Effective with its August issue, 
Country Gentleman inaugurated a 
special page, to appear in each issue, 
which set aside for the United 
States Department of Agriculture to 
communicate directly with the 
farmers of America. 

The page will be written and 
edited each month by the Depart- 
ment of Agriculture, and was intro- 
duced with a special message from 
Secretary of Agriculture Claude R. 
Wickard, calling upon farmers to 
market more hogs and market them 
earlier this year. 


IS 


Gray Shuffles Staff 


Charles J. Shower, for the past 
four years account executive with 
Charles M. Gray & Associates, 
Detroit industrial agency, has been 
named a_ vice-president. Spencer 
Vanderbilt, formerly with Ruthrauff 
& Ryan, Detroit, has joined the} 
agency’s creative department, and | 
Wanda Z. Reid has been named pro- | 
duction manager, succeeding Rob- 
ert L. Chope, who becomes assistant 
account executive. 


Markets Non-Metallic 


Processed Signs 


Ingram - Richardson Mfg. Com- 
pany, Beaver Falls, Pa., has devel- 
oped a new non-metallic processed 
sign which is said to use no critical 
materials and to be unaffected by 
allocation and priority orders. 

Weather resistant fiber board of | 
various types is used, along with | 
weatherproof enamels. 
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Private Lines 


Advertisers who are legally en- 
titled to use the Red Cross name and 
symbol on their products, but who 
would lose this right if a bill pend- 
ing before a House committee, and 
incidentally heartily endorsed by 
President Roosevelt, were enacted 
into law, feel pretty bitter about the 
American Red Cross’ desire to take 
their long-standing marks away 
from them. They say, among other 
things, that the society can be 
counted upon to try to put its pet 
law into effect whenever a national 
emergency arises, and assert that 
the bill now pending is almost word 
for word the same bill that was in- 
troduced during World War I. 


Although enrichment of white 
flour, either in the milling or the 
baking, seems now to have made a 


the battle is not quite ended. The 
public still refuses to 


continuing to snipe. One of the 
latest to enter the fray actively is! 
Oscar Thierstein, who had a good | 
deal to do with the development of 
the Morris Mills process of retaining 
natural vitamins in flour, and who 
has now organized the “Natural 
Vitamin Flour Bureau” in Chicago 
and is bombarding all and sundry 
with bulletins which urge the “bet- 
terment of bread by wheat’s own 
nutritive and flavor constituents.” 
Naturally, that doesn’t include the 
addition of vitamins from any out- 
‘side source. 
x bi 


Counter propaganda efforts have 
| taken a new turn since creation of 
‘the Office of War Information. Edi- 
|tors are now receiving from OWI 
“confidential reports” on the axis 
propaganda attack on this country. 
This material is not for publication 
and is intended only to inform edi- 
tors. The idea is to assist those 
who interpret the news to the 
‘American public in evaluating war 


RED NETWORK OF NATIO 
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By ag 2 


‘ancisco — Boston — Cleveland — Denver 


980 KC 5000 WATTS 


NAL BROADCASTING CO. 
Sales Offices in Washi 


New 
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mous First Facts 


|aimed 
fairly clean sweep of the opposition, | been critical of Congress, the effect 


demand | more by magazines. 
/enriched bread and in general con-| Publishers Association is suggesting 
tinues to display apathy, while some | that a special committee investigate 
|die-hards within the industry are | the proposal, now sidetracked for 
|the time being. 


“news” and in recognizing enemy 
propaganda. A second purpose is 
to suggest what positive truthful 


information the public needs in 
order to “see through” Axis lies and 
exaggerations. 
Advertising for scrap metals is 
no innovation in this war. Paul Re- 
vere advertised for old copper and 
brass to go into fittings for Revo- 
lutionary warships, according to the 
Institute of Serap Iron & Steel. 


Investigation by representatives 
of publisher groups who hurried to 
Washington to meet the threat of 
an increase in second class postal 
rates disclosed that Rep. John W. | 
Boehne, Jr., fathered the idea 
within the House ways and means 
committee. Although admittedly 
at newspapers which have 


of its adoption would be felt much 
The Periodical | 


The radio networks are counting 
heavily on public relations contacts 
built in educational and musical | 
circles to arouse’ public opinion | 
against the American Federation | 
of Musicians’ ban on transcriptions | 
and recordings. So hot was the! 
public indignation expressed in 
letters and telegrams when NBC 
cancelled its traditional National 
Music Camp broadcasts from Inter- 
lochen, Mich., in the union contro- 
versy, that FCC chairman James 
Lawrence Fly stepped in, of all 
things, on the side of the networks. 


Cream of Wheat Sues 
Hecker Over Patent 


Cream of Wheat Corporation filed 
suit in federal district court in Buf- 
falo July 28 against Hecker Prod- 
ucts Corporation, charging infringe- 
ment of a cereal-treatment patent. | 
The suit asks an injunction against 
“further infringment,” and requests 
damages. 

According to the suit, Hecker has/ 
infringed on a patent by Arthur B.| 
Little, Inc., Cambridge, Mass., for} 
“an invention in the method of 
treating cereals and resulting prod- 
ucts.” 


‘Tab’, Nickel Weekly, 


‘Will Make Bow Aug. 14 


A new five-cent picture magazine | 
called Tab will be issued weekly by 
Hillman Periodicals, New York, 
starting Aug. 14. Tabloid in size, 
the publication will be printed by 
gravure, starting at 32 pages. 

First three issues will 
on newsstands of 50 cities. Accord- 
ing to Alex L. Hillman, publisher, 
circulation objective is 1,000,000 


copies. 


Start Campaign for 


Waterman's Inks 

With copy stressing the 10-cent 
price of all eight colors of Water- 
man’s inks, the L. E. Waterman 
Company of New York has begun 
the largest newspaper campaign in| 
its history in 31 key cities. 

Using 36 newspapers in the New 
England, middle Atlantic and Mid-| 
western sections, the campaign calls} 
for weekly insertions from the end 
of July until Christmas. The agency 
is Charles Dallas Reach Company, 
Newark, N. J. 


Dary Goes to Snow | 

Dary Ring Traveler Company, 
Springfield, Mass., maker of textile 
ring travelers, has placed its account 
with Cory Snow, Inc.,_ Boston. 
Sheldon D. Spencer will contact the 
account, which uses business papers 
and direct mail. 


Grindlay to War Dept. 
Idella Grindlay, office manager of 
the NBC production department, has 
been granted a leave of absence to 
serve in Washington as administra- 
tive assistant to the chief of radio. 


public relations, of the Army air 
forces. 
Lodin Joins Bach 

Lewis Lodin, formerly associate 


editor of Apparel Arts, has joined 
Bach, Bernstein & Associates, New 
York, as copy chief. 
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NEW TRADE CHARACTERS WORK FOR CHIPSO 
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YET CHIPSO CUTS 
DISHWASHING COSTS 
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“Tuffy” and "Fluffy go to work in a new newspaper campaign for Procter & 


Gamble's Chipso, which has just broken in scattered markets. 


At bottom is 


variation in Chipso copy being used in and around Akron, in which a straigh! 
economy appeal is featured. 


‘Tuffy’ & ‘Fluffy’ 
Make Debut as 
Chipso Ad Symbols 


New York, July 29.— Two new 
trade characters made their adver- 
tising debut this week when Proc- 
ter & Gamble Company released a 
campaign for Chipso in newspapers 


and spot radio. The symbols are 
“Tuffy,” an elephant representing 
“Chipso’s husky washing power,” 


and “Fluffy,” a lamb that designates 
“Chipso’s flake-soap safety.” 

Newspaper insertions of 800 lines 
broke in Eastern, Midwestern and 
Southern markets, including Detroit, 
Flint, Grand Rapids, Dayton, Pitts- 
burgh, Johnstown, Philadelphia and 
Miami. In addition to the two trade 
characters, copy ties in closely with 
spot radio announcements in the 
same markets. Pedlar & Ryan is 
the agency. 

A variation in Chipso copy is also 
being used in Akron and _ several 
|/neighboring areas, featuring a 
straight economy appeal. Dishwash- 
ing costs can be cut up to 25 per 
cent, the 800-line ad asserts. The 
Akron copy is devoted entirely to 
dishwashing, whereas the Tuffy and 
Fluffy ads deal with clothes. Extra 
demands of wartime washing figure 
| prominently in the latter campaign 


Five Name Durstine 

Roy S. Durstine, Inc., New York, 
has been named advertising agency 
|\for Absorbo Products, New York; 
C. R. Daniels, Inc., Newark, N. J.; 
|Edelbrau Brewery, New York; Na- 
|tional Electric Instrument Com- 
pany, New York; and A. L. Wilson 
Chemical Company, East Orange, 
N. d. 


Roley to Rudge; 


Co-op Group Set Up 


Richard Roley, formerly editor of 
Modern Lithography, has joined the 
copy and sales department of Wil- 
liam E. Rudge’s Sons, New York, 
and will also edit the printing com- 
pany’s new house magazine. 

The printing organization has set 
up a cooperative arrangement with 
Photogravure & Color Company ind 
Zeese-Wilkinson & Co. to sell letter- 
press, gravure and offset lithogra- 
phy in one package, although each 
company will maintain its own 
identity and its own sales force 


‘Air Tech’ to Serve 


Army Ground Crews 


A new monthly magazine called 
Air Tech, directed to men in the 
Army Airforce Technical Command, 
will be issued in late September by 
Phillip Andrews, publisher of Air 
News. In addition to the Army 
personnel, the publication will also 
have a newsstand distribution esti- 
mated at 25,000 copies. 

First issue, dated October, will 
consist of 40 pages, standard size, 
printed by letterpress. Advertising 
and editorial headquarters are at 
545 Fifth avenue, New York. 


EIA Adds to Board 


E. H. Peplow, Jr., John A. Roeb- 
ling Sons Company, Trenton, and 
G. A. Duff, Scott Paper Company, 
Chester, have been elected to the 
board of Eastern Industrial Adver- 
tisers, Philadelphia. 


MAILING SERVICE 


Multigraphing 


— Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


440 S. Dearborn St. Wabas! 8655 


.is “tops” in attention value . 


+ Sales-Mating Advert 


.. Gives 
a new touch of novelty to your advertising . . . 
The hand holds a picture of your package or product 
right out in front of shoppers at point-of-purchase 
same on both sides — easily and quickly attached to wood- 
work or any smooth surface — visible from various directions 
Small and compact, but carries a lot of selling power! 


ASK TO SEE ONE-—CALL, TELEPHONE OF WHITE—~NO OBLIGATION 


MAGILL-WEINSHEIMER 


1320-1334 Se. Wabosh Avenue « Phone CAlumet 7200 « Chicago, Iilinois 


Printed 
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SETS NAVY CITATION 


i 
] 


Comdr. Philip R. Weaver of the U. S. 
Navy (left) presents to Burton Browne, 
heed of the Chicago agency of that 


name, a proclamation of gratitude for 

his work in originating and placing a | 

national advertising campaign for the 
Radar division of the Navy. 


WPB Would Make 
Weekly Inspection 
of Tires a ‘Must’ 


Washington, D. C., July 30.— 
Compulsory inspection of all passen- 
ger car tires at frequent intervals is | 
being studied by the War Produc- 
tion Board as a practical measure of 
conservation, it was disclosed here 


this week. The suggestion was. 
vf offered recently by the Rubber 
e Manufacturers Association, which 


also proposed a 40 per cent cut in 
mileage and a 40-mile speed limit. 
The inspection plan calls for a 


at cursory check of tires weekly and 
th a more thorough examination every 
id month, with rims removed and in- 
pe side surfaces tested. Such a system, | 
a- the rubber industry feels, would | 
ch insure proper inflation of tires and, | 
e in the event recapped tires were | 
made available to more motorists, | 
would insure tires that could be re- 
surfaced before they were worn too 
far. 

Chief obstacle to adoption of the 
res plan is the problem of how to make 
nd. inspection compulsory and how to 
by handle the resulting load on dealers. 
Air —__——_ 
rad Robinson to New York 
sti- Bruce Robinson, formerly in 

charge of the trade contact division 
vill of This Week Magazine in St. Louis, 
ize, has been transferred to the sales 
_ force in the New York office. 
a 
Named Representative 

Etta Cohn has been appointed 

eb- advertising representative of Bowl- 

d ing, official publication of the 

ees American Bowling Congress, with 

the offices at 105 W. Monroe street, 
Chicago. 

ver- 

—_ Adds Transit Lines 

» Cities Transit Advertising Com- 

ad pany, with headquarters in Nash- 

™ ville, has taken over the advertis- 
ing franchises of the transportation 

ig equipment in Nashville and Chatta- 
nooga which is operated by South- 

mins ern Coach Lines. Inc. 


In Cleveland 
THE HOLLENDEN 
In Columbus 
THE NEIL HOUSE 
In Akron 
THE MAYFLOWER 
In Lancaster, O. 
THE LANCASTER 
In Corning, N. Y. 
THE BARON STEUBEN 


0 wt am PRESIBENT 


Dewi Lhe 


Weigh Plans for 
Broad Automotive 
Conservation Drive 


(Continued from Page 1) 
nary plans pointed to expenditure of 
about $3,000,000, indications are 
that now the program is being 
developed in still broader terms. 

As tentatively laid out, the cam- 
paign would be divided into three 
divisions — general conservation of 
cars, and rubber and petroleum 
conservation. Three prominent ad- 
vertising agencies have agreed to} 
undertake copy and plans: Arthur 


Motors) for the’ general 
Campbell - Ewald Company (U. S. 
Rubber), tires, and Lennen & 
Mitchell (Tide Water), petroleum. 
The three agencies are under- 
stood to have been selected from a 
list of 30 volunteers handling auto- 
motive accounts, submitted by the 
Four A’s to Don U. Bathrick, gen- 
eral sales manager of Pontiac, who 
is acting informally as liaison be- 
tween the Council and the automo- 
tive industry. Mr. Bathrick, inci- 
dentally, is now spending all his 
time in Washington as a member of 
General Motors’ WPB contact staff. 
A meeting to discuss the program 
will be held here Aug. 14, at which 


phase; 


|Kudner, Inc. (Buick and General!time Mr. Bathrick will compare 


notes with representatives of the 
three agencies named above. Re- 
ports dealing with the proposed 
conservation campaign have _in- 
included mention of the Automotive 
Safety Foundation, but it is learned 
on good authority that the organiza- 
tion of automobile manufacturers 
does not figure in the picture at 
this writing. 

If the campaign seems feasible, 
the belief is that financing would be 
underwritten by individual 
manufacturers. 


car 


Gets Loan Account 

Mutual System Loans, Inc., New 
York, has named J. R. Kupsick 
Advertising Agency, New York. 


Sanford to WORL 


Robert Sanford, New York the- 
atrical producer and radio director, 
has been named head of a new pub- 
lic relations division which has been 
established by WORL, Boston. 


WDEL Boosts Power 


Station WDEL, NBC basic affili- 
ate in Wilmington, Del., will in- 
crease its broadcast power to 5,000 
watts day and night on 1150 kilo- 
cycles about Aug. 15. 


Eagles Name Agency 


The Philadelphia Eagles, major 
league football team, has appointed 
Seberhagen, Inc., advertising 
counsel. 


as 


DON’T SCARE ’S EASILY AS THAT! 


Well, sister, some do and some don't. It all depends on the point of view. In times 
like these, a lot of bugaboos scare the daylights out of a good many of us. In 
industry and commerce, for instance, they keep some of us out of touch with markets 
from which we might be getting our share of the business that is being done right 
now, to say nothing of keeping us from getting acquainted with some of the folks 
who sometime are going to be somebody’s meal tickets. Of course, Sis, there are a 
lot of arguments for both sides, but this is no place to get into an argument; there’s 
work to be done, so let’s get about it. There are a good many people, though, who 
don't scare easily and who believe that advertising is a force that builds confidence 
and stability, and wins friends just as surely and just as resultfully in times like these 
as it has in the past and most surely will in the years to come. Many of those who 
are positive that what they do should be done in the best and most effective way 


possible, always, are having their engravings made by Rogers. 


ROGERS ENGRAVING COMPANY 


BUECHELE, 
2001 CALUMET AVENUE 


ADOLPH F. 


President . 


© Phone: 


MASTER CRAFTSMEN OF 


CALumet 4137 


PHOTO-ENGRAVING 


CHICAGO, ILLINOIS 
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Bible in Pictures 


M. C. Gaines, president of All- 
American Comics, Inc., New York, 
will release through newsstands and 
chain stores on Aug. 1 the first of 
a new series of picture books for 
children, to be called ‘Pictur 
Stories from the Bible.” The books, 
in usual colored comic continuity 
form, will present Old Testament 
tales and will sell for 10 cents. 


Marks to Lewin 

Maurice Marks, formerly with the 
Surety Advertising Agency, New 
York, has joined A. W. Lewin Com- 


pany, New York, as account execu- 
tive. 
Wright Advanced 

William Wright, formerly assist- 


Montreal office 
has been ap- 
the agency’s 


ant manager of the 
of Norris-Patterson, 
pointed manager of 
Montreal office. 


KGDM Joins CBS 


KGDM, Stockton, Cal., will join 
CBS on or about Sept. 1 as a bonus 


station to all CBS advertisers using | 


the Pacific Coast group. Estab- 
lished in 1926, the station Operates 
with 5,000 watts full time on 1130 


kilocycles. 


FIRST HALF 1942 


For information write 424 Madison Ave. N.Y. C 


ravelers who know 
their hotels prefer the 
Bismarck in Chicago. 
That's why 67% of our 
guests have stopped with 
us for many years... 
They enjoy the conven- — 


7 ares and ak ogee Sy 
~ renowned cuisine in our 
five ome rooms, : 
“OTTO K. EITEL 
re 


BICMARE 


ISMARCK 


HOTEL 


AT A SALLE 


| theme, 
| Quality 
}launched its 18th annual campaign, 


FIRST WEB 


ARRANGED FOR MAIL POUCH 


W. J. Frankston, vice-president of Mail Pouch Tobacco Co., 


for his company's first network broadcast, 
while Fred M. Thrower, seated left, expresses approval. 


signs the contract 
“Counter-Spy,"" on 59 Blue stations 
Standing left io right 


are R. C. Woodruff, radio director, and William S. Walker, president, of Walker 
& Downing, Pittsburgh agency, and Jack Donohue, Blue salesman. 


‘Flavor-Range 
Baking’ Is New 
Campaign Theme 


New York, July 30.—With a new 
“Flavor-Range Baking,” the 
Bakers of America has 


using newspapers, 24-sheet posters, 
spot radio recordings and dealers’ 


aid materials to promote the bread 
produced by member - bakers 
throughout the country. 

The “sales plus” theme was 
adopted, according to the coopera- 
| tive group, after laboratory techni- 
cians carefully studied blending of 
materials, care in shop processing 
and other changes deemed necessary 
to give bread a longer flavor range. 
| Cartoon advertisements featuring 
ithe work of Syd Hoff carry the 
campaign motif, “What's new? 
Flavor-Range Baking!” which is 
| repeated in all copy. Individual 
packages of the various members’ 
products are reproduced. 


‘Radio Club Names 
‘New Officers 


| Earl Thomas, McCann-Erickson, 

\Inc., has been elected president of 
the Chicago Radio Management 
Club, newly-formed group which 
has as a principal objective the 

lassistante of government agencies 
with radio publicity. 

| Buckingham Gunn, J. Walter 

|Thompson Company, was named 
vice-president of the club; Lee Stra- 
horn, Lord & Thomas, secretary; and 
Lewis Goodkind, of Goodkind, Joice 
& Morgan, treasurer. 


Senn to Perfect Circle 


John Senn, until recently office 
|}manager of George A. Rapp Insur- 
ance Company, Chicago, has been 
appointed assistant advertising 
manager of the Perfect Circle Com- 
pany, Hagerstown, Ind. He _ suc- 
ceeds Stanley Murray, who has been 
made purchasing agent of the 
Hagerstown plant. 
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Serialized Book 
to Run in Store 
Advertisements 


Detroit, July 30.—A new type of 
institutional advertising will make 
its appearance here over the week- 
end when J. L. Hudson Company, 
Detroit department store, launches a 
program serializing an entire book 
in 33 advertisements to run daily, 
starting Saturday, Aug. 1. 

The book, written by Dr. Milo M. 
Quaife, secretary of the Burton His- 
torical Collection, Wayne Univer- 
sity lecturer 


|} partnership in 


the “Dictionary of American His- 
tory,” is called “The Flag of the 
United States.” He presents the 


developments which finally gave the 
American colonies their own flag, 
and provides as a background the 
history of flags as symbols of 
nations. Dr. Quaife released the 
complete manuscript of the book to 
Grosset and Dunlap for fall publi- 
cation in book form. Prior publi- 
cation by Hudson in the Detroit 
Free Press is believed to mark the 
first serialization of an entire book 
in a newspaper's advertising col- 
umns. 

The ads, which will run two full 
columns, will use the title of the 
book as a standing head. The only 
commercial copy will be a footnote 
reference to Hudson’s September 
sale, when the store celebrates its 
6lst anniversary. 


Printing Trades Council 


Opposes Postage Hike 


Opposition to any move to in- 
crease postal rates on third class 
mail covering newspapers’ and 
periodicals was contained in a reso- 
lution adopted at the convention of 
the Allied Printing Trades Council 
of New York, meeting at Rochester. 

Members also petitioned the state 
to place a 25 per cent tax on pur- 
chase of printed matter and mate- 
rials outside the state when such 
items may be obtained within state 
borders. 


‘Redbook’ Rates Based 


on Per Issue Guarantee 
Effective with its July issue, Red- 
book has adopted new basic adver- 
tising rates that will not exceed 
$2.30 per thousand of net paid 
circulation for any _ single issue, 
based on a black-and-white page. 
The new rates guarantee each is- 
sue to deliver a minimum of 1,347,- 
000 net paid circulation. Total net 
paid circulation for the first six 
months of this year, according to 


Malcolm MacHarg, advertising di- 
rector of McCall Corporation, New 
York, was 1,408,803. 
Tufts Coastbound 

Nate Tufts has been 
from the New York radio staff 


Ruthrauff & Ryan to head the 


agency's Hollywood radio depart- ally. Reach a big chunk of 


ment. 


Darling Promoted 

James J. Darling, Jr., promotion 
manager of Collier’s. has been 
named associate editor of that pub- 
lication Melvin Gerard succeeds 
him as promotion manager. 


and advisory editor of | 


‘ranstesred Central Iilinois 


a 


Cdve rtisi 
Market Plac: 


| 


The rates for this | department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 


“Positions Wanted,” 
30 cents a line, 


“Representatives Wanted,” 
minimum charge $1. 


and 
Ter is 


% in., $2.75; 1 to 8 | 


HELP WANTED 
PRINTING SALESMAN. 
anxious to learn printing 


Young man 
and lithog- 


raphy. State age and past employ- 

ment record 

Box 3756, ADVERTISING AGE, N. Y. 
~ POSITIONS WANTED 

ARTIS'T— Lady good at lettering, 

merchandise drawings, layout and 

carton design, et« Miss G. Howard, 


6078 Newburg Avenue, Chicago 
New. 1287 

Capable woman trade paper editor: 
copy layout, prod. Feature stories. 


extensive 
Box 3757, 


industrial background. 
ADVERTISING AGE, Cheo. 
Eixperienced advertising man seeks 
Pacific or Mountain 
agency, 


ADVERTISING 
Fe Salesman 


3755, AGE, Chgo. 


With 5 vears experience national 
newspaper and farm paper, and 7 
years local advertising experience 
seeks opening as representative or 
advertising manager. College grad- 
uate Kmploved at present. Refer- 
ences Age 34, married, 3A draft. 


Box 38761, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 
years publishi 
editor 


woman—15 
production; 


Young 
advertising 


makeup; layout complete magaz 
some creative work; secretarial 
sox 3760, ADVERTISING AGE, C} 


MERCHANDISING 
Though only 37, 
experience in sales promotion and 
vertising with large national ma 
facturer of package goods s 4 
through grocery, drug, and syndi 
stores Particularly familiar w 


MAN AVAILARB & 
I've had 19 ye 


volume products such as soaps 

reals, as well as long gross-p: 
specialties, Now living in Midw: 
can locate any point if proposit 
suitable. For complete informat 
write 

Box 3759, ADVERTISING AGE, ©} 


20 years experience as copy amd con. 


tact man with two large advertis 
agencies and as advertising mana 
for large manufacturer. Created d 
produced a variety of camovbaig 
foods home appliances, industri 
University graduate, married 
child, good health, cheerful, optir 
tic disposition. Inquiries held c« 
dential 

Box ADVERTISING 


3763 


AGE, C1} 


CLARENCE T. SOUTHWICK 

New York, July 28.—Clarence T. 
Southwick, 70, active in advertising 
in New York for 40 years, died at 
Presbyterian Hospital here July 24. 

After graduating from the Uni- 
versity of Kansas, where he was a 
friend and contemporary of William 
Allen White, Mr. Southwick entered 
newspaper work as a reporter for 
the Kansas City Star, coming to 
New York in 1904 to join the staff 
of Harpers Magazine. Shortly there- 
after he joined the Frank Presbrey 
Company, and subsequently became 
a partner in the Street & Finney 
advertising agency. 

In 1915 Mr. Southwick became 
director of plans and research for 
the Erickson Company, a post he re- 


tained until he opened his own 
agency at the beginning of 1929. 
During the past few years he had 
been virtually retired, although 


serving as an executive 


with 


account 
Lee-Stockman, Inc. 


|. E. STRIETELMEIER 


Cincinnati, July 28.—John E. 
Strietelmeier, 68, with the Motion 
Picture Advertising Service Com- 
pany, New Orleans, for the past 25 
years, died at his home here July 
22 of a heart attack. He was a dis- 
trict manager at the time of his| 
death. 


C. W. CORKHILL 

Sioux City, Ia., July 28. 
W. Corkhill, 58, former 
station KSCJ, Sioux City, died 
unexpectedly July 25. He had been 
operating a radio advertising agency 


—Charles 


here. Surviving are his widow, four 
sons and three daughters. 
Gaines Joins WFEA 

John J. Gaines, formerly adver- 
tising manager of the Daily News, 
Athol, Mass., has joined the local 
sales staff of WFEA, Manchester, 
N. H. 


Freund Names Shacter 

Fred Shacter, production manager 
of Morton Freund Advertising 
Agency, New York, has been named 
account executive. 


‘Nature’s Good 
Beer,’ Fauerbach 
Campaign Boasts 


Madison, Wis., July 30.—Built 
around the twin theme that it’s time 


;to be good natured and that Fauer- 


‘bach is 


manager of | 


“Nature’s Good Beer,” a 
new campaign has been released by 
Fauerbach Brewing Company, using 
newspapers, radio, point - of - pur- 


chase and outdoor advertising. 
Copy ranging from 40 up to 230 
lines is scheduled for Madi: 
newspapers and other dailies in the 
company’s marketing area.  Illus- 
trations such as a war worker 


whistling on his way to the job and 
a confidently-smiling pitcher wind- 


ing up for the toss emphasize 
Fauerbach’s advice to “Be Good 
Natured.” Another timely tip is 
offered, “Drink Fauerbach, Nature's 


Good Beer!” 

One of the larger advertisements 
urges customers to pass up bottled 
beer and call’ for Fauerbach on tap 
at the taverns. Copy which still 
features the bottled beverage sug- 
“Return the Cap for a Shot 


gests, 
at a Jap!” 

The company also is using six 
transcribed spot announcements, 
i}with a musical background, daily 
over Madison’s two radio outlets. 


Point-of-purchase displays and out- 
door 


signs are being converted to 
the wartime themes. 
D’Ragatz Advertising Agenc) 
handles the account. 


To Open Chicago Office 
Station WORL, Boston, has com- 

pleted arrangements for a new Chi- 

cago branch office, with Dana |} 

on the sales staff for the past three 

years, as office manager. 


Ist Half 1941 Total 30,844 Lines 
Ist Hall 1942 Total 40,337 Lines 


GAIN 30.2% 


For information write 424 Madison Ave. W.Y.C 


BOOMING 


is booming 
industrially and agricultur- 


it thru the DECATUR station, 


250 W. 1340. Full bime 
Sears & Ayer, Hi i*- 
Local help giv." 


WSOY 


el 


MONTREAL 
TORONTO 


WINNIPEG 
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- HO . ” yrocessing, as in the case of enrichec : 
Bis Line Smooth “WH a Branded Vitamins iv." tsi (acs n> some (me Canada Appoints 


found in the native article or in lst Coordinator 
Traffic Flow 
Omaha, July 30.—The public not 


{ G f A { amounts in exces 

i ‘ excess of the amount = 

0 e (cep ance carried by the best foods of its class. of Advertising 
RIVATE a “The attempt to convert a food (Continued from Page 1) 

py the warume advertise- | “ AM into a _ pharmaceutical product 'S!on radio time, and as to avoidance 
ments of Union Pacific Stages, com- | PERKINS frowned on,” Dr. McLester writes. ti 

pany Officials declared this week, | ° scr 


; of conflicting themes in different 
restoration of substances 


: ; ' campaigns. 

bu! in following travel tips has cre- (Continued from Page 1) lost in preparing the food for the teas 

atei a more orderly flow of traffic | able restrictions of advertising ™@rket is a recognized part of the Has Long Career 

an’ enabled the bus company bet- claims.” nutrition program. Mr. Martin has been associated 

ter to Serve Che war eters. Approval by the AMA will be with Massey-Harris for the past 24 
\With a new series of 230-line ad- based on the minimum daily re- acs pear a _ years, originally as assistant adver- 

a isements in alg exces quirements as defined by the FDA, vVIMM tising manager. For the past five 

from Chicago west to the Pacific the use for which any product will (Picture on Page 31) years he has been director of public 

Cost, to run through August, the be intended and the claims that may New York. July 31.— Intensive Tel@tions for the company, which 

company and its agency, Beaumont ; 


be made in advertising. (The FDA national advertising of Vimms, ®@S important properties in Racine, 
estimate of minimum adult daily Lever Brothers’ vitamin - mineral, W's. Batavia, N. Y., and in Maine 
requirements is: vitamin A, 4,000 tablet, will in September swing to|®S Well as in many other parts of 
‘ ; USP units: vitamin B-1l, one mili- promotion of an introductory offer the world. He is a past president of 
tial travelers who are being carried gram; vitamin C, 30 milligrams; of a regular-size package of Vimms_| the Association of Canadian Adver- 
on the lines are depicted in the copy, riboflavin, vitamin B-2 or G, two/free to each purchaser of the $1.69) tSers and a past president of the 
such as men in the armed forces | ===" milligrams; and vitamin D, 400) jarge package. Advertising and Sales Club of 
war workers who are transferred to USP units. Although the FDA has 


anc Hohman, undertook to tell the 
story of its important job in assist- 
ing wartime transportation. Essen- | 


ed Stittiens of Am Stree Large space in four colors, as well | Torente. 

new plants, and civilians on essen- Business enon, fighting anon, farenare, housewives established no recommended value) a, jn black and white, is scheduled In 1940, Mr. Martin came to Ot- 
tial war work. Insertions vary from —— Tahoe wh phelps gw shed for nicotinic acid, renamed niacin, fo, Collier's, Good Housekeeping, tawa at the request of the govern- 
four to 20 times per month, and in big Nighuers cavk ion Caiceuh service makes = the National Research Council has |) jf¢, parents’ Magazine, The Ameri- | ™€Mt to organize a department of ; 
Chicago the campaign is being used Pies trips ie edverce — eveid doley sy | | recommended that 10 milligrams be | oq» Weekly, The Saturday Evening public relations for the Royal Cana- in, 
cooperatively by Union Pacific getting tickets and travel information early considered the minimum adult re- Post. This Week Magazine and | dian Air Force. It was on his rec- ic, 
Stages and Greyhound Lines. N aus OF DEPOT quirement of this component.) Time, with newspaper color on the | ommendation that J. W. G. Clark 

The copy also is intended to tell _— ee Sunday supplements of the New | ¥®5 appointed director of public 
the public how buses should be York Daily News, the Chicago Trib- relations for the Department of 
used these days, how and when to} UNION PACIFIC STACES A check of the labels of a num-|jiy6 and the Philadelphia Inquirer. | National Defense for Air. 

travel. In instructions to prospec-| ™& = Rn oo ber of vitamin concentrates offered : d 


oR bebeass Network radio, spot announce- | ia eee 
tive travelers, advertisements urge , 4 , at retail in 
them to plan trips well in advance, Typical of the new campaign of Union 
veo i ontnmaiae. ian to Pacific Stages is this 230-line advertise- cmaiiel ae odmeationh wiheieke 
travel only Vv en — ssi y, & 7 ment explaining service now offered and orande and advertisec amin 
mid-week if possible, select sched-) the best times to travel. The ques- |Products, developed since the FDA trade business papers, dealer dis- , 
rare a ast crowded. get ; ‘ , cathe a 3 I been transferred to Badger and 
ules which are least crowded, ge tions proved good attention-getters. standards were announced, meet the plays, and dealer mats Browning & Hersey, New York, in 
ickets ,¢ i j »mselves P itative st: ar shile i pt 2 ; Z 8 J ’ 
ticket: nk Py Paget themselves quantitative st ind rds, Ww = ; The offer is being made,” na-|the same capacity. 
~~ pt gs —_ es public that passenger limiteds pascal of sg sold by : € ‘tional consumer copy will state, | a 
ie various ads ote stina- ial ape so-called “ethica drug manufac- gn em . 
eee = | ,./and “hot shot” freights now make apna om : & ss solely to get you to try this new M D ld : KSFO 
tions both east and west, thus show- way for Victory trains carrying turers, probably formulated before | ow cost wavy of getting vitamins cVonda o1ns 
ing the direction and extent of serv- ” = ore ones .._|the FDA action, were deficient in| anq minerals—at once ie 4 dae Arthur E. McDonald, formerly 
. | Uni Pacific Stages | tTOOPs and materials for vital wat ; : . : . canna 
ice that the Union Pacific Stages ones , . |the quantity of one or more com- Rea ; 1 others | Sales manager of KEHE, Hollywood, 
° . ‘ industries An understanding public . Inauce you and millions of others . 
now offer. A typical ad is headlined : : ponents. to get the vite and wal and prior to that with the Don Lee 
ee a Ped ram ‘nceiqyo” attitude about wartime delays was ms " ; ; aaa O ge le Vilamins and minerals cistern mili Minsailias Big pee 
Where’s Coast Guard Cassidy? , 8 , Vimms, Vitamins Plus and Vita- | , eed. it will be a ares wage Broadcasting System in Los Angeles, 
1e and promptly answers the question cited. rhe new copy, reproducing min Quota according to the quanti- you need, | wi ea great thing has been named to the sales staff 
aon <n sialic ae the original ad in a small cut, car- |... oma — for you—a great thing for wartime f KSFO. San Francisco 
. this way: “On the coast, of course. | ** fag Retreats ties shown on their labels, are in| america.” oO s , San Francisec 
Took a Super Coach West!” Each ad ried a_ sailor’s letter praising the America, 


a New York drug : 
“nts, and cards 30,000 - 
store revealed that several of the eres: aga oree _ trans- | Ricotta to Siew York 


portation advertising units will be | Edwin C. Ricotta. art director of 
“te » Ss > nt om Sky Pec Ss... 
supported by special space in drug} |Badger and Browning, Boston, has 


EE ha ie a nas a position to secure AMA approval - 
asks a similar question, and gives a railroads of America for backing up|*_ ater ae rm elie 
| BB Simtar reply. “To the’ one headed the war effort to the hilt, S-P| With me change in, thelr formules.| Wenzel Leaves Borden TCachy Tale 
“Where’s Private Perkins?” a wo- ese na meoogs al doing “the | ules need only the addition of| Philip C. Wenzel, who has been| fi Mer Baty SALES 
man reader wrote the company: g I 4 ag oe _— a ns the ac lvitamin C, usually supplied in fresh in the C€ hicago office of The Borden ANALYZE YOUR PRODUCT FOR 
30 “Do you still want to know where Be é 10mas handles the ac- orange juice, to meet the quantita- os ge Al a tg gg geo ; 
: Private Myron P “ki r: oa = | — tive standards. trict salen mansaor of "he clvenl mad Ta “FEW EINER OT: 
le Pigevel - re Age age a A, ae a Great excitement over the AMA dog food company. He will make , eye. pene bt 
ast to or Why sr ogo a Carlock at B & B ‘announcement was in evidence in| his headquarters in Chicago For information write 424 Madison Ave WY C 
+ — Abilene, Tex. y not say in your ci: alniiiine simian tat , 
a F ads that you found Private Perkins? Michael E, Carlock has joined rig pcegeohessarns. Mg ws or 7 oe 
; Myron is my brother.” Benton & Bowles, New York, and | @ing large consumer vitamin cam~- 
a . ; has been assigned to the Prudential Paigns, and although none would 
ed FEATURES LETTER Insurance Company of America ac- | discuss plans, it was apparent that 
od as, Micaela July 30 ” _ count. He was formerly an account} several branded lines would be sub- WHAT THE 
is sg peng vies Re y : Pence executive with Batten, Barton, Dur-| mitted for AMA approval, with 
J an ins al advertise- | stine y i | 
e's The “Sika Yaetece Pontes a greatly increased competitive adver- tk 
come first!” Southern Pacific Pion, a | tising to follow acceptance by the, 
tr pany has released new copy featur- To New Offices | association. 
tap ing a letter from a Pearl Harbor) Because the U. S. Army has! Cites Borderline Cases | GIVE YOU 
till sailor who read the original ad. taken over its former space, Sykes | eee : 
Using 4 columns by 246 lines, the | Advertising Agency, Pittsburgh, has_ Evidence that the AMA would 
ig- : ; ie . einen throw the weight of its support 
: S-P ad in Pacific Coast and Ha- Moved to larger quarters at 505 ; i 7 
= waiian newspapers late in May told E™Pire bldg., Liberty avenue and behind the drug industry in_ its 
= : y Stanwix street. “nutritional battle’ with the food 
Ix — an processors was seen in a_ special 
its, . jarticle by Dr. James S. McLester, c 
ly 92° of Tk circu- Gets Plastic Account chairman of the AMA Council on 86.9% COVERAGE Easel 
ts \ pd is ta the. trading Nascon & Bourne Advertising| Foods and Nutrition, in the Journal 
ut- ation: Agency, New York, has been ap- of the AMA of the same date. 
to areas of cities over [vse _ — oe for; Describing the “signal achieve- UNDUPLICATED CIRCULATION 
| Manufacturers lemica orpora- | want.’ hasta a Nedee in re- 
100,000 in population ti a ; : ments” in vitamin knowledge in re 
( , . ion, Berkeley Heights, N. J., maker | | sees ; ; ; 50,287 MORE CIRCULATI 
For information write 424 Madison Ave. N.Y C of plastics, moulding materials and og ee ee bo THAN ANY “OUTS = ON 
lacquers. j the nee oO oe a oa 
’ search on the requirements ana IDE 
> 


| functions of various vitamins. NEWSPAPER. 


Noting that it is true that out-| , 
“apr N ° “ eae 
standing deficiency diseases are rare ewspapers in Southwest Dailies cities 
in this country, he emphasizes the 
need for better nutrition to improve 


. ° he health of borderline cases @f 
™ Mechanical Production Man = | one ties. rae ae ree Seley 


nutritive failure in which patients 


et 


are “neither grievously sick nor ALTUS Times-Democrat EL RENO Tribune NOWATA Star 
| entirely well. ALVA Review-Courier FREDERICK Leader OKEMAH Leader 
° - | Dr. McLester states, “Scrutiny of ANADARKO N 
_ The closing of a business forces me to make ‘the life histories of patients and on HENRYETTA Free Lance PAULS VALLEY 
“ studies of their personality have CLINTON News ; Democrat 
a new connection. | have had 1|4 years ex- shown that the earliest effects of CUSHING Citizen named 
. ° - nutritive deficiency are not to be HOLDENVILLE News 
perience with three large advertising agen- found in the polyneuritis of beriberi DUNCAN Banner PRYOR Democrat 
aa or in the bleeding gums of scurvy DURANT Democrat LAWTON Constitution SEMINOLE Producer 
cies. | am thoroughly versed in all branches node nag age gered ge a. ses ELK CITY News MANGUM Star VINITA Journal 
rather i e menta epression, 
rtest. of the graphic arts. My value can be proven nervous instability and = a 
18-9 . ‘ . of vague ill health which almost 
Me either with an advertising agency or as print- always come first.” HIT HOME ... with the HOME DAILIES of OKLAHOMA 
F It is recognition by the AMA of 
) Ing buyer for 3 manufacturer. Married and these borderline deficiencies and of 
the use of multi-vitamin and B- 


) one child. Age 31. Complex concentrates as a supple- 
ment to diet that will give the 


writers of vitamin copy their great- | L H : 
ic] : est opportunity to incorporate | i f OK A oma en ene” 
Box 3762, Advertising Age, Chicago. strong emotional selling appeals. | O 

The article also encourages the 


fortification of foods by “restoration New York Chicago Detroit Memphis Oklahoma City 
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Here’s What Your Customers 


Have to Say About 
The Market Data Book 


We're going to be able to get a lot of 
valuable, usable information from this 
compilation. 

A. W. Lirrie. Adv. Mer., 
Rollins Hosiery Mills. 


1 am sure that this volume will be 
put to good use as the year rolls along. 
—T. C. Witson, Adv. Megr.. 
Hills Bros. Coffee, Inc. 


I have examined it with a great deal 
of interest and it seems to me to be the 
most complete compilation of similar 
market data in existence. 

W. A. Grove, Adv. & Sales 
Pro. Mgr., Hotpoint. 


Many thanks for my copy ... 1 know 
that it will be a source of helpful in- 
formation from time to time. 

—KE. J. Finneran, Dir. of Sales & 
Ady., National Dairy Products 
Corp. 


I have had a number of occasions on 
which to use your Market Data Book 
and want to compliment you on the com- 
pleteness of this volume. Any man who 
is dealing with advertising, merchandis- 
ing and sales problems should find it in- 
valuable. 

J. H. Mitver, Adv. Megr.. 


The Mennen Company. 


At the present moment we are strug- 
gling with radical changes in our sales 
and distribution plans... We must take 
careful steps to distribute available 
products on an equitable basis. This 
naturally means the allocation of a cer- 
tain proportion of our merchandise to 
strategic and important markets. The 
Market Data Book will undoubtedly be 
of tremendous help to us in making 
our plans for distribution. 

Pau N. Swarrietp, Adv. Megr., 
Hood Rubber Company. 


We wish to thank you for our copy of 
The Market Data Book, which we in- 
tend to use to real advantage. 

Rosert J. Barsour, Adv. Mgr., 
Bakelite Corporation. 


This publication appears to be well 
prepared and | am sure we will use it 
for frequent reference. 

EK. L. Graver, Adv, Dept. 
Eastman Kodak Company. 


We can assure you that The Market 
Data Book will be a great addition to 
our department and we look forward to 
having it answer quickly and accurately 
many of the reference questions which 
will come up. 

—Rosert H. Biack, Ady. Dept.. 
National Biscuit Company. 


Advertising Distributors of America 
Afro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 
Chicago Defender 
Chicago Herald-American 
Chicago Tribune 

Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 
Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


Kansas City Call 

Kansas Farmer 

KDYL, Salt Lake City, Uteh 
KFYO, Lubbock, Texas 
KGNC, Amarillo, Texas 
KIRO, Seattle, Washington 
KMA, Shenandoah, lowe 
KOMA, Oklahoma City, Okla. 
KRGV, Weslaco, Texas 

KSD, St. Louis, Mo. 

KSL, Salt Lake City, Utah 
KSTP, St. Paul-Minneapolis, Minn. 
KTSA, San Antonio, Texas 
KTUL, Tulse, Okla. 


Don Lee Network 
Louisville Defender 


Media Records 
Michigan Advertising Distributing Co. 
Milwaukee Transportation Advertising 
Minneapolis Star Journal and Tribune 
Missouri Ruralist 


For reference data on these media consult the 
MARKET DATA BOOK: 


Moline Dispatch 
Molton Distributing Co. 
Murray and Malone Co. 


Nashville Tennessean and Banner 
Nassau Daily Review Star 
National Broadcasting Co. | 
National Transitads 

New Haven Register 
Norfolk Journal & Guide 


Peoria Journal-Transcript 
Philadelphia Tribune 

Pittsburgh Courier 

Pittsburgh Sun-Telegraph 
Popular Mechanics 

Portland Journal, Portland, Ore. 
Publicity Distributing Co. 


Rock Island Argus 


St. Louis Globe-Democrat 
San Antonio Express and Evening News 
Scripps-Howard Newspapers 


This Week Magazine 

Topeka Daily Capital 

Topeka State Journal 
Transportation Advertisers Inc. 
Triple A Advertising Carriers 


Ueber and Sons Advertising Agency 
United Advertising Corp. 


WAVE, Louisville, Ky. 
WBEN, Buffalo, N. Y. 
WCOP, Boston, Mass. 
WFBL, Syracuse, N. Y. 
WEBR, Baltimore, Md. 
WFIL, Philadelphia, Pa. 
WHAM, Rochester, N. Y. 
WHBF, Moline-Rock Island, Ill. 
WHP, Harrisburg, Pa. 
WIBW., Topeka, Kansas 
WKNE, Keene, N. H. 
WLAW, Lawrence, Mass. 
WMC, Memphis, Tenn. 
WNBC, Hartford, Conn. 
WORL, Boston, Mass. 
WPEN, Philadelphia, Pa. 
WPTF, Raleigh, N. C. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 
WTRY, Troy, N. Y. 


Look it up in the Market Data Book! 


The statistics here provided are in- 
valuable to us in checking for new store 
and authorized dealer locations, and as 
a guide to our investigation of business 
conditions in cities where we already 
have stores and dealers. Such material 
is also useful to us in budgeting, and in 
the selection of radio stations for our 
use. 

—L. L. Jounston, Ady. Dept., 
Western Auto Supply Co. 


We will use it with a great deal of 
regularity throughout the year in con- 
nection with our general merchandising 
plan. 

—L. S. Wricut, Sales Pro. Mgr., 
Bird & Son. 


The copy is now on my office book- 
shelf, for ready reference when consider- 
ing advertising media. 

—A. H. THIEMANN, See. to Vice- 
Presidents, New York Life 
Insurance Company. 


Your Market Data Book for 1942 has 
been most helpful to me. It contains 
a world of useful data to which I am 
constantly referring. 

-L. M. Van Riper, Adv. Mer., 
McKesson & Robbins, Ine. 


We want to congratulate you on a 
fine piece of work. We know that this 
book will have important use in con- 
nection with the making up of quotas 
and evaluating individual territories. 

—Dare Write, Sales Pro. Mgr.. 
Iron Fireman Mfg. Company. 


We assure you that throughout the 
forthcoming year we will find every one 
of its 500 pages of information neces- 
sary and very helpful. 

—C. E. Bauz, Adv. Dept., 


Burgess Battery Company. 


| can assure you that The Market 
Data Book serves a very useful purpose 
in our organization. It is one of the 
best organized compilations of essential 
market facts for ready reference that | 
know of. 
—J. E. Weer, Adv. Mer., 


Armour & Co. 


We feel that it is of enough value to 
the department that we could use an- 
other copy if one is available. 

Myron Coser, Asst. Ady. Megr., 
California Packing Corp. 


The Market Data Book is a proven time-saver for the national advertiser and his 
agency—combining in one standard reference work all the information which other 
wise could be obtained only by referring to a dozen or more sources. Make sur 
that all those who have to study markets and media in your organization are thor 
oughly familiar with the tremendous time-saving value of the Market Data Book- 
It’s standard equipment in the busy office which has to work with facts and figures 


THE MARKET DATA Book 


Published by Advertising Publications, Inc., publishers of Advertising Age and Ind trial 
Varketing. 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 E. Ohio St. 


Simpson-Reilly, Ltd. 


August 3, 1942 


——c 


The book will serve to real advantage 
as an aid in determining ways of meet. 
ing marketing situations in various -ec- 
tions of the country. 

—Josern F. Harpy, Adv. Mer.. 
Brillo Mfg. Company. 


You may rest assured it will be given 
a good workout before long. 
—H. L. Wesster, Adv. Mgr.. 
Wm. Wrigley Jr. Company. 


Our copy of The Market Data Book 
for 1942 has been received and has al- 
ready been used as a reference book in 
some of our media studies, 

—R. C. Ropertson, Dir. of 
Media, Colgate - Palmolive - 
Peet Company. 


We find The Market Data Book gives 
us certain vital facts regarding markets 
and it is used in connection with plans 
for our sales program. 

—T. N. Wearnuersy, Vice-Pres. 
& Treasurer, Emerson Drug 
Company. 


I have found it very, very helpful in 
what work I have used it for, and I can 
say that it is one of the most complete 
sources of market data information that 
| have ever found, 

—C. E. Roperrts, Sales Pro. Mer.. 
Clopay Corporation. 


It is very complete and will certainly 
be of great help in analyzing markets 
throughout the country. I don't know 
of any other publication that handles 
the subject quite so completely. 

—R. W. Moorueap, Jr. Adv. 
Mer., Brown-Forman  Distill- 
ers Corporation. 


We are very glad to have this book. 
since it affords a fine reference for use 
in making up sales and advertising plans 
in various markets. 

Hersert D. SCHNEIDAL, 
Wesson Oil & Snowdrift Sales 
Company. 


I assure you it will be used to mighty 
good advantage, for more than ever be- 
fore, marketing statistics are vitally e* 
sential in planning future sales policie® 
to fit wartime conditions. 

S. SCHAEFFER, Sales Pro. Megt- 
Edison-Splitdorf Corporation. 
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PHOTOGRAPHIC REVIEW 


RETAILER COMPLETES 8 YEARS ON AIR 


The eighth anniversary of “Your Neighbor," half-hour show of the Wieboldt 
department store chain over WMAQ, Chicago, was celebrated recently. Shown 
cutting the ceremonial cake are Harry C. Kopf, vice-president, NBC central 
division; Melvin Brorby, Needham, Louis & Brorby, the agency; June Marlowe, 
who conducts the program; Werner Wieboldt, chairman of Wieboldt stores; 
Paul McCluer, NBC central division sales manager; William Wieboldt, manager 
of the sponsor's Oak Park store; and William White, sales manager of the 
department store chain. 


POOL NEW YORK CARPET EXHIBIT 


Advertising men in the floor covering field assembled recently to sign for joint 
exhibit space at the 27th National Hotel Exposition at New York's Grand 


Central Palace in November. Due to a shortage of contract carpeting for hotel 
use, the space will be used by the Institute of Carpet Manufacturers of America. 
Seated (left to right) are King Hoagland, executive secretary of the Institute, 
Martin Sweeney, chairman of the exposition, and Lauren K. Hagaman, sales pro- 
motion manager, Charles P. Cochrane Co. Standing (left to right) Arto 
Funduklian, advertising manager, A. & M. Karagheusian; J. Clark Samuel, Ander- 
son, Davis & Platte; Horace Plimpton, advertising manager, Hardwick & Magee 
Co.; John V. Smeallie, Mohawk Carpet Mills; Julian P. Kramer, acting advertis- 
ing manager, Bigelow-Sanford Carpet Co., and John E. Devine, advertising man- 
ager, Alexander Smith & Sons Carpet Co. 


NEW PHOTO TECHNIQUE USED BY BALLANTINE 


Youre ta the ploturé : 


enjoying something better 
BALLANTINE @ ALE 


Thi startling “first person” photo 
wept through anew techrque ... 
for the first tine shows you. as rou 


Try it for new enjoynen 
Buy the fu!) quert Belientine 
“RUMPER " Por Uncle Sam teva 
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et Person Photography” is the name the Eastman Kodak Co. has given to 
1% _fecder participation” photograph used by Ballantine's ale in 1,200 and 
Sline advertisements in more than 120 daily newspapers. A mirror, surfaced 
vith quicksilver on top instead of beneath the glass, reflects the view to the 
“mera beneath in perfect focus. J. Walter Thompson Co. handles the Ballantine 
account. 


OF THE 
WEEK 


SAME APPEAL 


The Merlin girl, with stockings which have 
all the allure of once-plentiful silk hose, 
will help advertise Holeproof rayon and 
cotton hose this fall. (Story on Page 4.) 


Originated by Ray Vickerstaff Advertising Co., Toledo, to tie in with the govern: 
ment drive to keep everything in good repair, these |! by 7 inch cards are 
carded together to make a complete display. They are appearing in numerous 
Midwestern cities, and are placed by Transportation Advertising Co., Chicago. 


S-B BACKSTAGE CONFERENCE 


Donovan B. Stetler, (left) advertising manager of Standard Brands, discusses last 

minute production changes in the new NBC "Star Spangled Vaudeville” series 

with announcer Ben Grauer, Myron P. ‘Mike’ Kirk, radio director of Arthur 

Kudner, Inc., and Raymond Paige, musical director. The program is sponsored 

by Fleischmann's yeast for the baking industry, with the theme that “bread is 
basic’ to wartime diets. 


BIG SCHEDULE OF TRANSPORTATION COPY ADDED FOR VIMMS une 
gee 
3 reasons why extra vitamins ane 


Tired? Limp? Vitamin -starved 7 
Amazing New YiMMS “i- iy. "2z2" 
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are needed in the summer-time! 
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Lever Brothers Co. has added intensive transportation advertising coverage in 66 markets to the hot weather promo- 


tion for Vimms in daily and Sunday newspapers, magazine; and spot radio. 


More than 30.000 car cards will appear 


in suburban trains, busses, street and subway cars. Batten, Barion, Durstine & Osborn is the agency. (See story on Page 29.) 


FORECASTING THE SHAPE OF THINGS TO COME 


Even bra art is being moulded by the hand >f Hitler. 
at War,” will be featured in the forthcoming Bali campaign, breaking in 15 general women's and fashion magazines in 

These drawings of an American Women's Volunteer Services worker by Herman Ernst Bischoff, a farm worker 
by Trau Mawicke, and an air raid warden by Robert Chambers will appear in early insertions. 


September. 


Restrained interpretations of the Bali Bra copy theme, “Women 
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“They kept this one out of the papers, ae 


“I got this straight from a man in Washington .. .” 


“A friend of my daughter's in a munitions plant said...” 


How about appointing yourself a “ 


VERY NATION Hitler has conquered, he has 
first demoralized with rumors. 
He’s trying the same game on us...and his 
agents are diabolically clever. For they make a 
rumor that was born in Berlin sound as if it were 
truth straight from the White House. 


Will you help smash this potent Axis weapon? 
Will you appoint yourself a“ Rumor-Warden” to 
stamp out rumors injurious to us? 

As a business executive, you are ideal for such 
a job. 

Your standing in your business and your com- 
munity gives weight to your opinion. 


You have a wide circle of friends and ac- 


quaintances. 


Your experience has trained you to analyze and 
weigh statements, to demand that facts sub- 
stantiate claims, to sense significance in casual 
remarks, 

You would recognize the Berlin influence be- 
hind a rumor more quickly than most people. 


Will you do this—when anybody tells you 
one of those “straight-from-the-feed-box” tales, 
point out to him why spreading such gossip is 
bad medicine for our side? Ask him in the future 


to test every such story against these questions: 
1. Does it hurt morale? 


2. Does it make you disirust your government, 
business, labor? (Divide and Rule is Hitler's 


policy.) 


Rumor- 


3. Does such a rumor tend to diseredit out 


Allies? 


4. Who would benefit most by spreading this 


rumor—our enemies or the United States? 


If your rumor-spreader is a good Americar \¢ Il 
catch on—and keep quiet—and pass the ca U0" 
on to his friends. 


And you will be doing your country an ival- 


uable service. 


YOUNG & RUBICAM, INC: 


advertising 


NEW YORK + CHICAGO « DETROIT » SAN FRANcISC® 
HOLLYWOOD . MONTREAL - TORONTO 
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